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Good Tools 
Good Meat .. Good Seasanin 
Are the answer to better tasting home made food 
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ENTERPRISE MFG. CO. of PA., 3rd & DAUPHIN STS., PHILADELPHIA, U. S. A. 








Plan Now for Bigger 
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EYE-LEVEL SELLING 

WITH THE WOOSTER BRUSH BAR 
Your Wooster jobber’s salesman will be 
glad to give you complete details of this 
attractive merchandiser and other helps. 


THE WOOSTER BRUSH CO. WOOSTER. OHIO 
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T. the dealer who would apply these 
resolutions to his brush department, 
Wooster offers a condensed line of 26 
of the fastest-selling brushes, which 
will enable him to meet every demand 
for use or price. Efficient merchandise 
displays put every Wooster “Foss-Set” 
brush out front, selling. There are no 
slow-moving items or dead stock to 
reduce profits. No effort is required 
to sell the consumer. People see what 
they want and buy what they want. 
Ask your Wooster jobber’s salesman 
to start you out right -- the Wooster 
way. 
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WHEN YOUR GARDEN HOSE CUSTOMER SAYS 
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GOODYEAR EMERALD CORD HOSE. Goodyear Emerald 


Cord hose is the de luxe quality of all lawn hose. It is de- 


signed for the most severe type of service. Two braids of 
double cotton cord reenforcement make a suitable founda- 
tion for the beautiful but toughest possible green ribbed 
cover. Furnished in 5°’, 4°" and 1” sizes complete with 


couplings. 


GOODYEAR WINGFOOT BLACK HOSE. The reenforce- 
ment consists of two heavy, double-braid cotton cords. 
Light in weight, easy to handle, yet strong and durable. 
The cover is black and styled with a unique arrangement 
of longitudinal ribs. Furnished in bales of approximately 
500° on 53” size; 475’ on %" size without couplings ; or in 
25-foot or 50-foot sections complete with couplings, sizes 


58° and &”’. 


GOODYEAR PATHFINDER BLACK HOSE. The reenforce- 
ment consists of one heavy, double-braid cotton cord and 
is a high-quality attractive hose at moderate price. The 
cover embodies a sine curve design — producing an attrac- 
tive product. Furnished in bales of approximately 500’ of 
hose without couplings; or in 25-foot or 50-foot sections 


complete with couplings, size 4’. 


GOODYEAR SUPERTWIST CORD BROWN HOSE. The 
reentorcement consists of one double braid of genuine 
Supertwist cord. The cover is light brown and styled with 
a unique arrangement of longitudinal ribs. Very high- 


quality rubber stocks are used, producing a lightweight, 





easy-to-handle hose, having great strength and long wear- 
ing qualities. Women and children appreciate the lightness 
of Supertwist. Furnished in bales of approximately 500’ of 
hose without couplings : or in 25- or 50-foot sections com- 


plete with couplings, size 5°’. 


GOODYEAR OAK BROWN HOSE. The reenforcement con- 
sists of one heavy cotton braid. High-quality brown cover 
styled with a corrugated design that is distinctive and has 
long wearing qualities. Furnished in bales of approxi- 
mately 500’ of hose without couplings; or in 25-foot or 
50-foot sections complete with couplings, size %"’. 
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Here are FIVE answers! 


ERE are the FIVE numbers in 
the 1941 Goodyear line of 
garden hose — with them you're 
set up to answer any hose ques- 
tion and fill any hose requirement. 


The quality is unquestioned—the 
Goodyear name is a guarantee. 
And we've gone over pricing, so 
that, in spite of the admittedly 
higher Goodyear quality, there’s 
no need to lose a sale on price. 


Because this line has everything. 
from supreme value in the low- 
priced field, right up to the finest 
garden hose money can buy. 


Every length of every hose has 
eye-and-buy-appeal, sturdy reen- 


forcement, and a tough, lively 
cover. Every one is easy to handle 
and hard to wear out. 


And every one is a standout value 
in its price field. 


Better look into the “easier-to- 
sell” Goodyear line, with all its 
advantages of mass coverage with 
five numbers, with its universal 
reputation for high quality, and 
all the simplification of stock. 


Why shouldn't ‘you make more 
garden hose money this year? 


Write Goodyear, Akron, Ohio, or 
Los Angeles, California. 


Wingfoot, Pathfinder, Supertwist—T. M.’s The Goodyear Tire & Rubber Company 
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NORTON ABRASIVES 





This FREE Display in Gold, Red and Black 
Effectively SELLS Scythestones 











This beautiful, sturdy display is included FREE 
33 STONES FOR $4.97 NET 
CONTENTS 


10 Granger (Fabricated & .10 $1.00 
6 Green Mountain (Genuine 
Mica Schist) i 
5 Alundum No. TD2 (Aluminum 
Oxide) -20 1.00 
5 Crystolon No. TJ2 (Silicon 
Carbide) o 23 1.35 
5 Crystolon No. TJ3 (Silicon 
Carbide) 30 1.50 
2 3 Gy tolon Utility Files No. JD2 1.00 2.00 
33 ae List *$7.65 


* Prices slightly higher west of De 


_ Soythestnes Don’t ‘‘Keep’’ Them! 


Visitors can “heft” them 


A Shape for any taste 
A Grit for any job 
A Price for any purse 


Even the “price buyer” 
need seek no other store 


ARTIFICIAL — NATURAL 
FABRICATED 


Insure Increased Turnover 
and Profits 


BE READY FOR SPRING 


Put one assortment 497-A 
on your counter; another 
in that fine Garden Tool 
Window. 
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THIS LABEL PROTECTS YOU 
as well as 


YOUR CUSTOMERS 

















First of all, this nationally known label assures a better glass—a 
glass that is less brittle, and therefore easier to cut with conse- 
quent less breakage loss. From your standpoint, it saves you 
money and therefore increases your margin of profit. Besides, it is 
more satisfactory to handle. 

From your customers’ viewpoint, L-O-F Quality Glass is clearer, 
has more even surfaces, and in every way means better outlook 
for the householder. Selling this quality glass means satisfied 
customers. 
















Standardize on L-O-F Quality Glass and leave the labels on. Years 
of consistent national advertising have made it a symbol of Quality 
in the minds of millions. It protects YOU as well as YOUR CUS- 
TOMERS. L-O-F Glass Distributors, located in most cities, are 
equipped to render you prompt and efficient service at all times. 
Libbey -Owens:Ford Glass Company .. . Toledo, Ohio. 


LIBBEY:-OWENS- FORD 
QUALITY GLASS 
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Christmas Trade:— 


As this issue goes to press 
Christmas holiday buying is re- 
ported as being at the peak load 
point. Shortages have been re- 
ported for toys and other popular 
gift lines sold by hardware deal. 
ers. The 1940 Christmas gift vol- 
ume, on a dollars and cents basis, 
would appear to be greater than 
in any single year since 1930 and, 
from the standpoint of tonnage, 
may actually exceed the 1929 
record. All early estimates agree 
with this opinion. The largest 
contributing factor in this encour- 
aging situation is the increased 
consumer buying power due to 
heavy industrial production sched- 


ey CHARLES J. HEALE 
EDITOR, HARDWARE AGE 





ules incident to the National De- 
fense Program. As this program 
is literally just getting under way 
there is every reason to expect a 
continued strong buying and 
spending power by a greatly in- 
creased number of consumers. 
This means a big year for business 
in 1941. 


Buying 
Is Heavier:— 


Responding to increased sales, 
both wholesalers and retailers in 
most sections of the country are 
buying heavier. The urge to build 
up neglected or unbalanced inven- 
tories is further inspired by the 


realization that higher prices may 
be expected in most lines sold 
through hardware channels, plus 
the threat of further shortages at 
an early date. To date, price ad- 
vances have been very orderly in 
the hardware field ‘and no unwar- 
ranted increases have heen re- 
ported. The disposition of all in- 
dustry today is to control the 
inevitable upward trend of prices 
consistent with actual rising cost 
factors. This is a particularly wise 
program in which all distributors 
should cooperate. When inven- 
tories are taken at the close of 
1940, or early in 1941, both whole- 
salers and retailers should give 
very special study to the balance 
as well as to the quantity of mer- 
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chandise on hand. Among the 
basic lines of hardware 


such as builders’ hardware and 


stocks. 
tools, early and perhaps acute 
shortages may be 
heavy Government purchases fot 


faced due to 
camps and cantonments. The 
amount of tools and hardware that 
is going to such public work at 
this time is almost unbelievable. 
The orders are for quantities that 
stagger the imagination. In re- 
cent weeks I have visited a score of 
factories which are enjoying boom 
volume from this source calling 
for many regular staple items 
found in every hardware jobbers’ 
catalog. In almost all cases these 
are rush orders that severely tax 
production and shipping facilities 
and will continue to do so well into 
the New Year. 


Hail 1941!:— 


As a result of these conditions 
1941 will be a tremendous year 
for all kinds of business. The old 
year 1940 is going out with a good 
the like of which 
we have not enjoyed for some 
time. The distributors who have 
the goods will get the business 
next year, particularly if they con- 
duct their businesses along 1941 
methods and invite through cour- 
tesy, cleanliness, display advertis- 


business bang 


ing, good selling, etc., the deserved 
patronage of _ their 
There should be an early apprecia- 
tion of the better grades of mer- 
chandise, the kind of quality goods 
so typical of most hardware store 
stocks—bearing the name and 
trade mark of well-known manu- 
facturers whose integrity of mate- 
rials and workmanship is such that 
they proudly place their own 
names on the goods to make them 
easier to sell, and to make them 
worth the fair value prices that 
have sufficient margin to provide a 
final net profit. As always, the 
race is to the swift. The whole- 
salers and retailers who are pre- 
pared and stay prepared during 
194] will reap the benefits that the 


New Year offers to all of us. 


prospects. 


Service Bands:— 


Our three branches of defense 
service—the Army, Navy and 
Marine Corps, have always been 
justly proud of their respective 
bands. Some of these bands un- 
der distinguished leadership have 
been so outstanding that they en- 
joy almost international fame for 
concert programs, as well as mar- 
tial music. To most of us their 
occasional radio performances 
provide our only opportunity to 
enjoy their skill and harmony. As 
taxpayers, we are definitely en- 
titled to this pleasure and should 
have radio programs by all of the 
service bands as often as possible. 
It is my understanding that all of 
the cost of equipping, maintaining, 
training and recruiting these ser- 
vice bands comes from the public 
purse and is part of the general 
and generous appropriations allo- 
cated to the Army, Navy and 
Marine Corps, for which we are 
increasingly taxed heavily 
year. But a few days ago a Mr. 
Petrillo, who heads up a national 
musicians’ trade union, wouldn't 


each 


let us tax-paying citizens hear one 
of our own army bands as part of 
a National Defense radio broad- 
cast intended to awaken greater 


JUNIOR RED CROSS 





interest in and appreciation for 
the importance of our very new 
selective service plan. He said 
Army bands should not deprive 
union musicians of their right to 
earn a living by playing for the 
radio. On this basis, he stopped 
the United States Army from 
playing music because he would 
not release the radio stations from 
a contract that apparently makes 
him the czar of the radio band 
music programs. This is ‘very 
high-handed. It was not a com- 
mercially sponsored program, but 
a government broadcast, on a mat- 
ter of vital public interest—yet 
Mr. Petrillo won the argument. 
We had the radio defense pro- 
gram, interviews with drafted 
men, etc., but no army music. Mr. 
Petrillo wouldn’t let us hear one 
of our own Army bands—not even 
in the patriotic purpose which in- 
spired the program. When any la- 
bor leader has the ability to suc- 
cessfully blockade any phase of 
our National Defense Program. 
down to this little detail, it is high 
time Congress showed some in- 
terest and took some action on 
behalf of the tax-paying citizenry 
as a whole, among whom only a 
small percentage are members of 
any labor union. 


Happy 
New Year!:— 


To all hardware folks and their 
families, the entire staff of Harp- 
WARE ACE sends this greeting— 
“The happiest of New Years with 
abundant good health, a proper 
share of prosperity commensurate 
with your efforts to be of service 
to your communities. May you 
and we be blest with continued 
peace and an increasing apprecia- 
tion of the privileges and obliga- 
tions that are ours as American 
citizens. May 1941 be a bigger 
and better hardware industry year 
for all of us—and we know it will 
for those who make it so.” Happy 
Vew Year! 





HARDWARE AGE 








MORE PROFITS IN ’41! 





.. « bee ‘om up with a good strong line! 


19 I... it’s the best chance for bigger sales and 
better profits that have come your way in a long time! 
Pyramiding payrolls mean that there’s money clinking 


in people’s pockets again. 


You're set for a big share in a new boom year when 


full line, priced 


you handle ILCO .. . because ILCO gives you a strong, 


for quick turnover. 


It’s a mighty good year to be an ILCO Dealer! Write 


today for the ILCO catalog and full information . . . 


get set right now for more profits in °41. 








PADLOCKS 


The big ILCO line offers a real choice 
to your customers. Pin-tumbler and 
disc-tumbler cylinder padlocks, single 
and double locking; all sizes, in attrac- 
tive finishes. Sales making display 
board available! 





SCREEN AND 
STORM DOOR CLOSERS 


Four outstanding models that you 
can sell at a good profit, summer 
and winter, year in, year out! Built 
with the features your customers 
want in these closers. 





LIQUID DOOR CLOSERS 


The model shown heads up a fast- 
selling line of door closers, famous 
for their quality, dependability 
under hard usage, and downright 
handsome construction. 








You can sell these superior 
mortise bolt locks for a hundred 
different uses—and sell them fast! 
For closets, garages, sheds, chests, 
cabinets, all sorts of doors. 





NIGHT LATCHES 


ILCO night latches are known for 
extra protection and extra beauty! 
The model shown leads a big line, 
including jimmy-proof deadlatches 
in all sizes, both automatic and 
manually operated. Supplied in at- 
tractive, eye-appealing finishes. 
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AUTOMATIC 
KEYHOLE LOCKS 


Display these ingenious 
locks where your customers 
can try them—they’ll move 
off your counter fast! Dis- 
play allows customers to see how 
this little device gives pin tumbler 
protection to ordinary mortise locks! 













TUBULAR SCREEN DOOR 


LATCH SETS 

Here's something really NEW! Mod- 
ern plastic trim for screen door latch 
sets—priced right for quick sale in a 
million homes! Supplied in black or 
ivory. Also made with brass trim. 
Free working display mount fur- 
nished with order. 











KEY CUTTING MACHINES 


ILCO offers a complete rangé of 
improved types, all built for fast, 
extremely accurate cutting. ILCO 
maintains an extra large stock of 
key blanks of all types for im- 
mediate shipment of orders. 









CABINET LOCKS 

This ILCO line includes a 
wide range of dependable 
locks, in various sizes and 
finishes, for drawers, cabi- 
nets, wardrobes, desks—any 
sort of storage compart- 
ment. Easily installed. 








INDEPENDENT 


New York City 
25 Warren Street 
Philadelphia, Pa. 
523 Commerce St. 


Lock Co., FITCHBURG, MAss. 


Branches in all Principal Cities, including: 


Boston, Mass. 
207 A Street 
Pittsburgh, Pa. 
212 Third Ave. 


Los Angeles, Calif., 406 Wall Street 
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611 No. Eutaw St. 


555 W. Randolph St. 


Baltimore, Md. Detroit, Mich. 
2109 Cass Ave. 
San Francisco, Calif. 
121 Second Street 


Seattle, Wash., 568 First Avenue, S. 


Chicago, Iil. 
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The oilcloth department is at 
the foot and to the rear of the 
stairway. Samples are in front 
and stock behind them. The pot 
holders add a _ colorful touch. 








table. 


lines 


China and glassware 
are also featured to 
good advantage upon 
a pyramided display 
The overflow 
merchandise of the 
is displayed 
along the sidewalls. 


Clocks in open 
cases are along 
the sidewalls and 
are lighted by 
individual spot- 
lights. The gift- 
wares and table 
decorations are 
shown on the 
built-up units of 
glass shelving 
and pedestals. 




































Show Housewares and You’ 


H OUSEWARES dis- 


plays to catch the eye—individual 
departments to direct and concen- 
trate attention — are the essentials 
of the successful housewares mer- 
chandising program developed by 
the Central Hardware Co., Fitch- 
burg, Mass., one of a group of 
stores owned by W. E. Aubuchon. 
Measured in terms of results this 
means less waste basement space, 
a cash value from a_ heretofore 
unpopular selling floor and the 
impression of large stocks while 
the actual inventory can be kept 
low. These displays are the work 
of William Glenny, store manager, 
Carl Haenisch, manager of the 
housewares’ department and their 
sales staff. 


Display Tables 


In merchandising housewares in 
the store itself, display tables are 
the bulwark of the housewares’ 
department. These are completely 
revamped once a month to keep 
a fresh impression of the store in 
customers’ minds and three tables 
are always devoted to special 
items. Care is always taken that 








ik Central Hardware Co. of 
Fitchburg, Mass., uses individual 


departments that catch and hold 







































the eye and help pyramid sales 


Colorful housewares are always 
shown on the first table at the 
foot of the stairway and catch 
the eyes of those passing above. 


Ul Sell Them 


there is some relationship between 


these display tables and the store 
- windows. Also, each line at one ‘ties. ohn 
5 time or another receives some Lai pee on 
special emphasis by moving it to — are shown on 
the front of the display section. high display 
tables facing 
( each other on 
Demonstrations both sides of 
' the aisle. 
. Demonstrations of the various 
lines, such as the small appliances. 
gadgets and others, are popular 
‘ with the customers and not onl 
bring them in but establish the 
firm’s reputation as a progressive 


houseware’s center. When there is yor , el ate aes tear : 
a weekly special—and there usu- Se. oe. 
ally is one—it is never forgotten 
by the salespeople and figures 
prominently in their conversations 
with customers. This special also 
has a corner of its own in the win- 
dow display and becomes an im- 
portant talking point. 

But housewares’ merchandising 
goes beyond the store proper. 
Housewares figure in frequent 
newspaper advertising and in en- 
velope stuffers that go out with 
monthly statements. No oppor- 
tunity to present the sales story 
is lost. 


Every week a 
new spccial is 
featured at the 
bottom of the 
stairway. Bright 
spotlights at- 
tract attention 
to the display. 













How They 


H OuSewares 


A wide variety of electrical appliances 
is shown in massed display just inside 
the front door. So many items catch the 
eye that people stop and think “If it 
isn’t here it just can’t be anywhere.” 


Potter’s Hardware Co., 
Westwood Village 
Los Angeles 
Shows How It’s Done 
on This Page 





f 
types ° 
¥ rep-o" 


Cooking utensils with a heavy accent on 
barbecue items form the major center of 
attraction while underneath are table 
lines, etc. An aisle backs up the table. 
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Feature 


in California 
















A display of practical and novelty lamps sur- 
rounded on a lower level by all types of ther- 
mometers proved a winning sales combination. 


While on This Page 
The Noonan Hardware 
Co. of Santa Monica 
Offers an Effective 


Demonstration 













y of doing d 
OzZens f 
e ot h 
_ cleanly on ©usehold 


Pe is sh 
kitchen appliances” 





Here is the center section of the long wall fixture 
given over to enamelware and kitchen goods. Complete 
displays comprise all sizes, plainly marked and also 
spotlessly clean—a sure way of attracting the ladies. 


A rear corner niche where brooms, brushes, mops 
and cleaners are on display brings many cus- 
tomers to this part of the store. Featuring 
these items where they may be seen serves to 
bring the need of them to patrons’ attention 
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An ovenware fixture stands in 
the main aisle. Its gleaming 
brightness causes each house- 
wife who goes by to look at 
the display in order to see 
every newly added article. 


t—The firm fi 


’ . 
aisle. ir a eone is 4 
es for or 
= replacement 













Electric clocks for kitchen, 
living room and bedroom con- 
stitute a sales-provoking dis- 
play. Four shelves of them 
are adjacent to enamelware 
right at the entrance of the 
housewares depariment and it 
has proved to be the proper 
place in which to show them. 





nds it adva 
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And Last of All 
—Nittinger’s 
of Santa Monica 
Show the Way 
They Do It 





omplete —_ 
New chinawart ‘hixing bowl: 
rolling P decorated 4 
in gail all the — 
of intere nis display Teen by 
mare ortery is al di a want 
the P - immedi ¢ 















HARDWARE AGE 











n salon. 












Entrance to the kitche 


streamlined and decorated color- 
fully. Late in September, the new 
kitchen salon held its formal 


: hens opening. Part of the program in- 
of Mo U C cluded a full page advertisement 


Increased Sales pleted a beautiful kitchen salon, 


in the music and radio section of 
the Milwaukee Journal. 
Were Milwaukee women inter- 
* ld ested in this new kitchen salon and 
Five- O what it offered? Listen to what 
Mr. Gettles has to say: 
“That ad has already brought 
h us more than $5,000 worth of 
, business and is still contacting 
Planned campaign also does rhe many prospects for us,” says Mr. 


Gettles. “We are doing five times 


kitchen appliances Gets. “We are doing fv tines 
aukee Wis kitchens and appliances thet we 


did a year ago when we had a 
small model kitchen department 
up in front. That’s how the busi- 
ness has grown.” 
The new kitchen salon requires 
the services of eight persons work- 
A ing full time. They include three 
MERICAN women strides in merchandising of ap- salesmen, one draftsman, one man 


same for 


for Hilgendorf, Milw 


| are in love with “dream kitchens!” pliances and. complete kitchen to handle tile sales and installa- 
Thus says J. V. Gettles, secre- units in the last few years—all on tion, one saleswoman, one office 
tary of Hilgendorf, Milwaukee. a planned program. girl and Mr. Gettles. And these 
Wis., a firm which has made rapid Last May. Hilgendorf’s com- people are so busy that further 
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additions are contemplated in the 
near future. 

“T began thinking about model 
kitchen promotions several years 
ago,” declared Mr. Gettles. “I saw 
what manufacturers were doing in 
the way of nationgl promotions 
about ‘dream kitchens’ and | saw 
that women responded to such 
merchandising. However, I noticed 
that so far as the dealers were con- 
cerned, they did not follow 
through where the manufacturers 
left off and thus did not capitalize 
on their opportunities. Most deal- 
ers continued to plug the sales of 
individual appliance items, when I 
figured the thing could be done 
better and with more profit 
through a model kitchen depart- 
ment.” 

Mr. Gettles said that in order to 
try out his idea a small, not so 
conspicuous model kitchen was in- 
stalled in the front of the store 
and considerable effort put forth 
to merchandise model kitchens. In 
all instances the idea of a “dream 
kitchen” was brought into the sales 
presentations. 

“From the very first week this 
model kitchen department began 
to verify our beliefs,” stated Mr. 
Gettles. “Women showed they 
were interested by coming in and 
discussing their kitchen problems 
with us. We saw that we had a 
real field here—and we began to 
work out plans to handle it prop- 
erly.” 












A scientific and interest- 
ing U-shaped kitchen with 
a variety of overhead cab- 
inets and modern lighting. 





This program was rounded out 
through trial and error methods. 
Today the Hilgendorf kitchen de- 
partment service includes the com- 
plete planning and installation of 
a kitchen from start to finish. 
When a prospect shows interest in 
a kitchen built especially for his 
or her home, Mr. Gettles calls his 
architect in for a conference on 
the problem. A_ fine, colored 
sketch is made of the kitchen 
which the firm recommends for 
the prospect and at a certain 
definite price. If the customer is 
sold on it, Hilgendorf’s goes ahead 
with the entire job, hiring the 
carpentry and other work and get- 
ting its floor and tile man to han- 
dle that end of the job. Thus the 
customer pays one lump sum for 
his kitchen to Hilgendorf, instead 
of having to pay separate con- 
tractors. 


Remodeling Done 


The firm handles both remodel- 
ing jobs and new construction, de- 
clares Mr. Gettles. Prices of jobs 
handled have run from $200 to 
$2,500, depending on the type of 
kitchen preferred. 

“In my opinion this is the only 
way to handle kitchen and related 
appliance work,” says Mr. Gettles. 
“In the first place, we are dealing 
with a class of people who have 
the money to pay and this elimi- 
nates a great deal of credit trou- 


ble.” 


detail. 









Mr. Gettles points out that by 
handling every part of the kitchen 
installation job—and this includes 
plumbing, plastering and the like 

Hilgendorf’s is able to carry out 
all its jobs as perfectly as possible 
and to the customer’s satisfaction. 

When the new and modern 
kitchen salon was installed in the 
store, this department was organ- 
ized as a separate company with 
Mr. Gettles as secretary-treasurer. 
Operations are at full tilt at the 
present time, with a constantly in- 
creasing volume in prospect. 

The new kitchen salon is deco- 
rated in red, black, orange, tan, 
yellow and blue, with colors all 
harmonizing. The place is a de- 
light to the average housewife who 
comes in to look it over. At the 
front is the office, with its exterior 
wall displaying many colored sam- 
ples of tile. This always intrigues 
housewives who enter the store. 

“Appliance dealers who go in 
for the selling of ‘dream kitchens’ 
to women, instead of merely try- 
ing to sell appliances as individual 
items will find themselves on the 
road to greater profits through 
greater sales, if they plan their 
programs properly,” says Mr. Get- 
tles. “Beautiful kitchens that are 
well arranged and have the great- 
est amount of convenience in har- 
mony with that beauty appeal to 
all women. We are convinced that 
along this road lies a great future 
in appliance selling.” 


Below—An L-shaped kitchen which 
is compact and modern in every 
Bathroom fixtures are dis- 
played upon the right wall. 
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H. Blumberg eee 
Inc., Hempstead, 


Does a $ 3 
‘n Housewares 


On. FIFTH of the 


store’s entire volume or approxi- 
mately $35,000, four stock turns a 
year, and a 20 per cent increase 
pver 1939, are the happy results 
achieved in the housewares depart- 
ment of H. Blumberg & Sons, Inc., 
Hempstead, N. Y. They come from 
strict adherence to merchandising 
fundamentals — buying and dis- 
play—with the customer directing 
the management’s efforts. 
Housewares became a part of 
the Blumberg business when build- 
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kitchen 8° 


ing fell off following the World 
War and lines were needed to 
maintain the store’s volume. Thus, 
from what might be assumed to 
have been a speculative venture, 
experience evolved a department 
that not only stacks dollar-profits 
but also draws traffic for the other 
hardware lines. 

Profits without a large stock in- 
vestment may be termed the decid- 
ing influence in the merchandising 
of Blumberg’s housewares. This 
means that while stocks must be 


ings f : 
Here again om fornia selection ' 
ran 


with an o 
department | 


that are not 













room and 
s easy: 






or bath 


5,000 Business 


- display type ol 
hat features neat 
nd lines 


hi ghly com petitive 


complete they must not be over- 
bought and yet the store must be 
prefared to fill volume or special 
needs. But it is entirely practicable 
for the store to buy in limited 
quantities and frequently for its 
proximity to its sources of supply 
whittles down the time and de- 
livery factor and makes it pos- 
sible to fill special demands quick- 
ly. Thus, the firm is able to go 
after large-volume housewares 
prospects, such as local institutions 
and community organizations, 
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without tying itself up in large 
stock investments. 

Both popular and quality items 
are featured in the department. No 
sale is too small to warrant indif- 
ferent treatment of the customer, 


for experience has proven that the — 


small sale is but a step to sales in 
such volume-building lines as 
kitchen cabinets, kitchen furniture, 
etc. 

While the housewares depart- 
ment is complete in every respect. 
there are no major appliances or 
dinner and glassware, the stock 
being confined to non-service mer- 
chandise. Major appliances are 
not sold because of the competitive 
conditions in Hempstead, where 
there are several specialty and ap- 
pliance stores and chains. Rather 
than fight this competition Blum- 
herg’s puts the selling effort on 
less competitive lines which re- 
quire less sales expenditure and 
hence are more profitable. Also, 
because the housewares lines are 
confined to those non - service 
items, there is no need for service 
departments and consequently 
sales overhead is again reduced. 

Insofar as dinner and glassware 
is concerned, the store’s nearness 
to the New York metropolitan de- 
partment stores and the frequent 
changes in design and styles dis- 
courage the promotion and sales 


of those items. And. while gadgets 





Island tables add emphasis to 
the displays of single lines. 


and other 10-cent items are in 
stock, no attempt is made to mer- 
chandise or display them for every 
bit of display space is carefully 
evaluated. Mr. Blumberg feels that 
there isn't a sufficient return on 
those items to warrant their dis- 
play. They are on hand but out 
of sight, to be sold on demand 
whenever the customer requests 
them. 

Borrowing a leaf from the 
chains, record-keeping plays a big 
part in the store’s merchandising 
program. At the close of each 
business day. an inventory record 
shows what stocks have been de- 
pleted and these are replenished 





as soon as possible, usually the 
following morning. There is no 
waiting for a salesman to call and 
so there's seldom a_ customer 
turned away because an item is 
temporarily out of stock. 

Since the housewares depart- 
ment contributes so great a share 
to the store’s volume, it is neces- 
sarily one of the most prominent 
departments. Located on the right 
side, front, it is the first depart- 
ment to greet the customer. Here 
display islands as silent salesmen 
make the first bid for a sale. They 
were home-made and are attrac- 
tively designed with linoleum tops, 
trimmed with molding. 

Open wall cases provide a fitting 
background for the island tables 
and here again the display arrange- 
ment individualizes the lines creat- 
ing little shops of electric clocks, 
bathroom furnishings, enameled 
ware, etc. 

These arrangements are not per- 
mitted to become static. Weekly 
changes are the rule for constant 
shifting of merchandise keeps the 
housewares department looking 
fresh. 

Windows, too, are never with- 
out a section devoted to house- 
wares and every week this section 
offers something new. Popular 
priced merchandise is shown in 
order to create store traffic and 


(Continued on page 59) 





Below—This built-up cutlery display 
invites inspection of all items. The 
bulkier items below are well out of 
the way but are still easily seen. 














Hampers and waste baskets on a built- 
up display with washboards and vege- 
table bins below make a bid for sales 
and permit easy comparison of types. 
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Quality and Advertising 


Build Housewares’ Sales 


z= The Heyman Hard- 


ware Co., Danbury, Conn., “buy- 
ing right” means buying for its 
own type of trade. After determin- 
ing that its best bet was to sell 
the high quality housewares and 
medium quality lines the store 
went after that trade. 

“We formerly tried to compete 
with limited price variety stores 
by buying odds and ends of din- 
nerware,” says Ben Heyman. “We 
got nowhere so we decided to go 
into popular-priced dinnerware 
and now carry 32, 35 and 53- 
piece sets and some sets having 
as high as 100 pieces. A good as- 
sortment and a wide choice of 
patterns is offered. At Christmas 
time our stock includes from 15 
to 25 domestic patterns. Our most 


active selling set is a 35-piece 


number, priced at $5.95. We sell 
(Continued on page 57) 
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In appearance a 
specialty shop, 
this display of 
dinnerware and 
related items is 
illuminated by 
means of conceal- 
ed and semi-con- 
cealed lighting. 





























Handling American merchandise 
only brings profits to» Heyman 
Hardware Co. of Danbury, Conn. 
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This display suggests a pantry even to the colored shelf edging. 
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The America 


A GAIN in January 


and in Chicago, housewares will 
lead off the New Year by offering 
a comprehensive and concentrated 
view of new hardware store mer- 
chandise merchandise to make 
the American home more attractive 
and to ease the daily routine of 
home-keeping. 

The restyling, the refinements 
and improvements in last years’ 
merchandise, the new products, all 
have been designed to find their 
place in the American home by 
way of the retail counter. And 
with Mrs. America responsible for 
85 per cent of all retail hardware 
sales, hardware men, particularly 
the hardware wholesaler’s buyer, 
should plan a trip to Chicago for 
a bird’s-eye view of what she will 
expect to get for her money during 
1941. 

Not only will the exhibits at the 
Palmer House, the Merchandise 
Mart and the American Furniture 
Mart afford the wholesale hard- 
ware buyer the opportunity of 
buying, on-the-spot, housewares 
that are hot off the assembly line 
but they will also be able to gain 
indications of consumer buying 





n Furniture Mart. 


trends and have occasion for 
profitable observation of competi- 
tive lines and prices. 


Longer Visits 


With the consolidation of two of 
1940's major shows into one gigan- 
tic presentation at the Palmer 
House this year, buyers can devote 
their limited time schedules to 
longer visits at the one, concentra- 
ted exhibit and pay more attention 
to the various lines on display. 
The Housewares and Major Ap- 
pliance Show, Jan. 5-10, sponsored 


The : 
Chicago Parade | 


New styling—new colors—new models 
and completely new merchandise at 
the three shows—Palmer House Jan. 
5-10, and the Merchandise Mart and 
American Furniture Mart, Jan. 6-18 


by the Housewares Manufacturers 
Association, of which A. W. Bud- 
denberg, Lisk Mfg. Co., Canan- 
daigua, N. Y., is president, will 
occupy five complete floors and the 
exhibit hall of the Palmer House. 
All housewares exhibits will be 
grouped on the 6th, 7th, 8th, 9th, 
and 10th floors while the major ap- 
pliances will be shown in the ex- 
hibit hall on the fourth floor. The 
exhibits will be open from 9 a. m. 
to 6 p. m. and all exhibits will be 
finally closed on Friday, January 
10, at 6 p. m. 

The Palmer House show gives 





The Merchandise Mart. 
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de | of Housewares and Appliances 
for 194] 


V isit the HARDWARE AGE 
exhibit, Room 1047 W, the 
Palmer House, Chicago. Our 
representatives will be on 
hand to greet you. 
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promise of being the best yet held. 
the exhibitors representing the 
leading manufacturers in_ the 
housewares and major appliance 
industry. Their intent is to keep 
buyers alert to the changes in mer- 
chandising trends which occur so 
rapidly in their industry. Not only 
will they offer many “firsts” in 
housewares and major appliances. 
but they will point to advance 
styling of everyday items which 
are constantly going over into the 
style field. And important, too, 
will be the presentations of mer- 
chandising and promotion plans 
ready for the use of the house- 
wares and appliance buyer. 


Advance Styling 


For relaxation and play there 
will be the annual banquet in the 
Palmer House grand ballroom on 
Tuesday evening, January 7. This 
big get-together for exhibitors and 
buyers will begin with a reception 
and cocktails in the Red Lacquer 
Room at 6:30 p. m. to be followed 
by dinner at 7:30 p. m. Thursday. 
January 9, has been designated as 
Stag Night with a dinner and all- 
star variety show as the big fea- 
tares of the evening. 
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The 
Palmer 
House 


At the Merchandise Mart, the 
International Home Furnishings 
Market will open formally on 
January 6 and close January 18. 
But housewares’ exhibits on the 
14th floor will open Sunday, Janu- 
ary 5. The 14th Floor Mart Club 
will hold a cocktail party, buffet 
supper and dance in the Merchants 
and Manufacturers Club, Sunday 
evening, beginning at 5:30 p. m. 

“Red Star” specials, which have 
met with buyers’ approval at past 
markets will again be offered on a 
larger scale during the coming 
show. Every effort has been made 
to make the attractions interesting 
in quality and price. 


Committees 
Paul Bundy and Stu Felt have 


been appointed co-chairmen of 
market activities. Walter Nye is 
chairman of the program commit- 
tee, and W. E. Patton and J. C. 
Amis, secretary of the Chicago 
Retail Hardware Association, are 
in charge of the luncheon commit- 





tee. Ted Swartzbaugh is chairman 
of the attendance committee, and 
he will be assisted by R. J. S. 
Cameron, Ed Lewis. Henry Klein, 
and Ira Fray. 


Record Attendance 

The third of these housewares 
shows is the mid-winter Home Fur- 
nishings Market at the American 
Furniture Mart. It is expected 
that at this showing which will be 
held from Jan. 6-18, there will be a 
heavy attendance and heavy sales. 
Estimates on attendance set the 
figure at 13,000 or 1500 over last 
year. 

With this array of merchandise 
at the various exhibit centers, 
wholesale hardware buyers of 
housewares and housefurnishings 
and major electrical appliances 
should find much that will liven 
retail dealers’ stocks and_ sales 
curves and thus heighten even 
more there merchandising efforts 
in behalf of their dealers—one of 
the most important functional ser- 
vices of the wholesale distributor. 
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Improved Product and Production 
Methods Goals of Stove Industry 


Problems of the small business, present day trends 
and competitive conditions among leading subjects 
discussed at eighth annual convention of Institute 
of Cooking and Heating Appliance Manufacturers, 
held in Cincinnati, Ohio, December 4-6, 1940, which 
was attended by over 300. Facilities of the entire 
industry pledged in support of National Defense 
Program. R. T. Frazier elected president. 


Alden P. Chester, Globe American 
Corp., retiring president. 


ROBLEMS of the 


small business man, business trends 
and competitive conditions in the 
stove industry were important sub- 
jects studied during the eighth an- 
nual convention of the Institute of 
Cooking and Heating Appliance 
Manufacturers held on December 4, 
5 and 6, 1940, at the Netherland- 
Plaza Hotel, Cincinnati, Ohio. More 
than 300 delegates and guests at- 
tended the three-day meeting. Rep- 
resentatives of manufacturers of 
cooking and _ heating 
using oil, gas, coal, wood and elec- 
tricity played 
the general meetings, as well as in 
the special division meetings, where 
problems pertinent to individual 
groups were discussed. More than 
32 exhibits of equipment, accessories 


appliances 


important parts in 


and materials were shown in the 
meeting rooms and foyers. 

T. M. Sourbeck, manager. Lorain 
Division, American Stove Co., Lo- 
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rain, Ohio, chairman of the program 
committee, presided at the Thursday 
morning general institute session. 
The opening address by Alden P. 
Chester, Globe American Corp.. Ko- 
komo, Ind., president of the Insti- 
tute, pledged the facilities of the 
entire stove industry in support of 
national defense to the end that this 
country shall become invincible to 
any enemy from within or without. 
He reviewed the position of the in- 
dustry, stating that sales were 
nearly 20 per cent higher than a 
year ago, inventories are generally 
lower and working capital positions 
good. However, the question of 
profits which depend upon cost con- 
trol, selling prices and trade prac- 
tices, are at the present a question- 
able factor. 

Mr. Chester pointed out that as an 
industry the stove manufacturers 
have been repeatedly outsold. in 
spite of the fact that they have the 
very best product to sell, one for 
which there is a natural demand. 
Good salesmanship is the only prac- 
tical answer to present and future 
problems, but, he warned, it is not 
an easv one. He said industry is 
confronted with a labor shortage 
and suggested putting men of from 
40 to 60 years of age back into in- 
dustry where they belong. More 
young men must also be trained and 
unions must take in more appren- 
tices, 


Industry's Responsibility 


W. J. Cameron, Ford Motor Co., 
Detroit. Mich., well known for his 
radio talks on the development of 
American business. spoke on the 
“Responsibility of Industry.” He 


R. T. Frazier, Cavalier Corp., new- 
ly elected president. 


told the convention that the busi- 
ness of stove building illustrates a 
principle that he has long exhorted 
business men to believe. namely, 
“nothing good or useful is ever su- 
perseded.” As examples of this, he 
stated that electricity should have 
eliminated the coal oil industry, but 
today the oil business is greater than 
ever. Stoves should have put the 
fireplaces out of business, but there 
are more fireplaces today than ever 
before. Everyone thought the auto- 
mobile would eliminate the bicycle, 
but there are more bicycles today 
than at any time in the history of 
the country. 

Mr. Cameron emphasized that the 
bigness in American business—the 
biggest in the world—is comprised 
of a multitude of small businesses. 
Business is big because America is 
big and the country isn’t fully set- 
tled yet. Production maps show that 
there are thousands of communities 
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BIGGEST SUCCESS 
OF THE YEAR — 
THE 500 SERIES 


There’s no mystery behind 
the exceptional success which 
has greeted the Remington 
500 series of .22 rifles—the 
Models 510, 511, 512 and the 
Model 513 in target and sport- 
er grades. These rifles have 
gone over big, because they 
offer truly outstanding value. 

Shown above are the self- 
cocking bolt (1), which has 
double cocking cams (2), 
double locking lugs (3), dou- 
ble extractors (4). A conven- 
ient thumb safety (5), firing 
indicator (6), and encased 
bolt head are among safety 
features. Separate sear. Open 
sights, or at a slight extra 
cost, new peep rear sight (7) 
and ramp front sight. 


(Advertisement) 
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Let’s make ita “HappyNew Year”! 


We’ve heard a lot of good news lately from our 
dealer friends. The vast improvement in game 
conditions over most of the country has re- 
sulted in a highly profitable season for dealers. 
There has been a tremendous increase of in- 
terest in target shooting. More publicity on 
hunting and target shooting has appeared in 
print and over the air than ever before. When 
we wish you a happy and prosperous New 
Year, we are confident that that’s just what 
you'll have! 

We’re going to do our part, too, to make 
194i an outstanding year for you. The high 
standards of manufacture that have made 
Remington guns and Kleanbore ammunition 
world famous will be rigidly maintained. Our 
research program, which has resulted in so 
many milestones in the development of sport- 
ing arms and ammunition, will continue. A 
huge advertising program will help bring cus- 
tomers into your store. 


To get fullest advantage of the sales oppor- 
tunities of 1941, display your Remington prod- 
ucts prominently—make sure your sales clerks 
are well-informed on their merits—plan to 
take advantage of the many year-round oppor- 
tunities for related selling and seasonal tie-ins. 





Let’s resolve to make 1941 a Happy and Pros- 
perous New Year! 


A Remington Dealer Letter with a timely message 
for you will appear on this page—in each issue. 








CAN | SHOOT? SAY... 


DYOU SEE THAT WATERING 
aa 


*“Rangemaster,’’ 
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““Matchmaster,”’ 


**Kleanbore,’’ 


“Hi-Speed,”’ 


and 


“Sporter "" 


INCREASE IN GALLERY 
SHOOTING OFFERS 
OPPORTUNITY FOR DEALERS 


The unprecedent- 
ed upsurge of in- 
terest in target 
> shooting now in 
Ae full swing is 
bound to increase 
the gun and am- 
ee munition business 
(#4 of dealers every- 
where. The aver- 
age target shoot- 
rif er uses more am- 
4\ munition by far 
W\ than the average 
hunter, and he’s 
a year-round customer. 
Make your store the head- 
quarters for shooters in your 
neighborhood! Display your 
Kleanbore ammunition (the 
overwhelming favorite of gal- 
lery shooters) and feature 
the new Remington Model 37 
Rangemaster for those who 
want the finest match rifle 
money can buy, and the 
Model 513T Matchmaster for 
those who want a really high 
grade target rifle at a sur- 
prisingly moderate price. 


are Reg. U. 8. Pat. Off. by Remington 
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THE KIND OF A 
PRODUCT YOU LIKE 


TO SELL! 


If you were to list the quali- 
ties of the ideal product from 
the dealer’s point of view, we 
believe you’d include: 1. Pop- 
ular demand; 2. General rep- 
utation of the manufacturer; 
3. Aggressive national adver- 
tising; 4. High quality, uni- 
formity, and popular price; 
5. Exclusive features. 

Now, see how Kleanbore 
Hi-Speed .22’s fit that de~- 
scription! The popular de- 
mand needs no further evi- 
dence than your sales record. 
Remington has a good repu- 
tation. Extensive advertising 
they’ve always had, and 
they’ll have even more in 
1941. They had to have high 
quality, uniformity and popu- 
lar price, in order to win this 
sales leadership. As an ex- 
clusive feature, remember 
that only Remington ammu- 
nition has the original Klean- 
bore priming! 


Que Gee Gee Gee Ges Gee Gee Gee Ge He 


CAN YOU IDENTIFY THIS 
FAMOUS SPORTSMAN? 


Born in New Hampshire in 
1782. Member of House of 
Representatives during the 
period when the first Rem- 
ington rifle was made. Later 
became a Senator. Famous 
in history for his debates 
with Calhoun over nullifica- 
tion. Foresaw Civil War, 
and fought all his life to 
prevent it. One of the most 
famous of all American or- 
ators, he composed a now 
celebrated speech while fish- 
ing a New England trout 
stream. An enthusiastic 
hunter all his life, from boy- 
hood to old age. What was 
his name? (Answer in next 
issue). 


Answer to Quiz in last Dealer 
Letter—Grover Cleveland. 
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Arms Co., Bridgeport, Conn 
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that have no industry. Retail sales 
maps show that major portion of 
business comes from 500 counties 
out of more than 3000 in the 
country. 

Dr. E. B. George, economist, Dun 
& Bradstreet, Inc., and associate 
editor of Dun’s Review, spoke on 
“Uncle Sam Goes to Market.” He 
told those interested in securing de- 
fense business not to go to Washing- 
ton, but to contact procurement 
boards in their districts, and contact 
local banks for data Federal Re- 
serve Boards may have released. To 
give some idea of the extent of the 
present defense program, he pointed 
out that in the last war over 700,000 
items were needed and 20,000 con- 
cerns were affected. He stressed the 
social and economic problems in- 
volved and stated that it is the de- 
sire of the Defense Commission to 
have as little excess production 
capacity at the end of the war as is 
possible. We want no ghost towns 
and no great labor shifts. He ex- 
plained the advantages and disad- 
vantages of competitive bidding, as 
now used by the government, and 
negotiated bidding which may come 
into more general use. He stated 
that both government and business 
are loath to put priorities into effect 
since this would indicate to some 


extent a lack of adequate produc- 
tion capacities for the emergency. 

Merchandising was the theme of 
the Thursday afternoon session pre- 
sided over by J. J. Hilmert, Kalama- 
zoo Stove & Furnace Co., Kalamozoo, 
Mich. Louis J. Alber, executive 
director, Smaller Business of Amer- 
ica, Inc., talked on “America’s Back- 
bone.” He stressed the importance 
of small businesses in the country, 
stating that they employ 67 per cent 
of all the workers and do approxi- 
mately 70 per cent of all the sales 
volume. Still this group is very sel- 
dom consulted when economic poli- 
cies of the country are being formu- 
lated. He urged small business to 
organize. The chief problem facing 
business today, said Mr. Alber, is 
more consumption. Greater distri- 
butioa is necessary and small busi- 
ness must solve this problem, other- 
wise the government is apt to do it. 


Manufacturer-Dealer 


The subject, “Manufacturer-Dealer 
Relationships in Stove Selling,” was 
discussed by Howard W. Shaw, sales 
manager, Stove Department, Sears, 
Roebuck & Co. He gave three rules 
that govern successful selling ac- 
tivities, namely, the customer must 


be satisfied, pleased and always 


Left to right, top: Samuel Dunckel, managing director of the Institute; 

M. Sourbeck, Lorain Div., American Stove Co., who presided at 
the morning session and J. J. Hilmert, Kalamazoo Stove & Furnace Co., 
who presided at the afternoon session of Thursday’s meeting. Bottom 


row: 


Bolling Jones, Jr., Atlanta Stove Works, who presided at the 


Friday morning session on manufacturing and accounting; C. Ackerson, 

Agricola Furnace Co., who presided at the afternoon session of the 

Solid Fuel Division, and A. T. Atwill, Quaker Manufacturing Co., who 
led the Friday afternoon meeting of the Oil Division. 
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right. The job of selling is very 
closely related to buying, he said, 
and it is one 6f the most important 
factors in success. He urged manu- 
facturers to know more about the 
customers’ needs. He said the man- 
ufacturers’ job is to better consumer 
consumption by improving the mer- 
chandise, bettering the service, de- 
signing, engineering, and the qual- 
ity of the selling organization. 

Bolling Jones, Jr., Atlanta Stove 
Works, Atlanta, Ga., presided at the 
Friday morning manufacturing and 
accounting session. Ralph F. Bis- 
bee, Westinghouse Electric & Mfg. 
Co., Mansfield, Ohio, spoke on “A 
Cavalcade of Range Manufacture.” 
Through the medium of slides, he 
traced the development of electric 
ranges up to the present time. He 
told the group that prices on ranges 
were reduced during this period 
from $208.00 to $99.50 today. Units 
sold by the industry mcreased from 
50,000 to more than 400,000 today. 
He listed unit construction of body, 
improved packing, and improved 
enameling processes as factors that 
resulted in reduction in enamel chip- 
page of from 18 per cent in 1930 
to 1 per cent in 1940. All of these 
improvements, he pointed out, served 
to reduce the cost to the consumer 
of a greatly improved product. 
Range packing is an important item 
in range production, and distribu- 
tion, he said. Using the slides, he 
showed the development of the mod- 
ern package by his company. 

Mr. Bisbee also showed pictures 
of the tests used to control quality 
in the manufacture of ranges and 
indicated the value of such methods 
in lowering costs and improving 
the product. 


Wage Incentives 


T. Rudd Loder, Cavalier Corp., 
Chattanooga, Tenn., discussed 
“Wage Incentives.” He listed es- 
sential elements for good work today 
as good working conditions, best 
equipment, proper materials and 
most economical methods. It is 
necessary to analyze the jobs, he 
said, to find the best workman for 
the job. Rating the worker and 
rating the job are entirely different 
factors. He said it is necessary to 
make it possible for the employee 
to work up from his present posi- 
tion and after reaching the top in 
that field, to be shifted to another 
group where it is possible for him 
to again advance. This enables the 
worker to earn more money and 
provides an incentive that is valu- 
able to industry. He stressed the 
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with the complete line of 
Bethlehem Steel Roofing 


No need to let a single roofing prospect go unsold when 
you stock the complete Bethlehem line of galvanized 
steel roofing. In the four styles illustrated here, every 
one of your customers will be able to find the roofing he 
needs—at the price he wants to pay. 


Bethlehem Stormproof—Provides outstanding pro- 
tection, is attractive and easy-to-lay. Designed for full, 
all-around seal against moisture, with triple barriers 
and double drains at side laps, anti-siphon ridges at 
end-lap. 


Bethlehem Roll Roofing—An all-purpose cover and 
one which can be made completely tight and rain-proof. 
Is quite inexpensive and very good looking. 
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Bethlehem Corrugated—Furnished in both roofing 
and siding types with 1'/-‘or 2!/2-in. corrugations. Can 
be used successfully on any type of roof, is easy to apply 
and presents a very neat appearance. 


Bethlehem V-Crimp— Available in three patterns, 
with two, three or five V-crimps. Makes a tight, 
attractive roofing job. 


All of these styles of Bethlehem galvanized steel roof- 
ing are available in Beth-Cu-Loy Copper-Bearing Steel 
for double protection and longer life. That’s a feature 
many of your customers will want, and it will cost them 
only a few cents extra per square. 


BETHLEHEM STEEL COMPANY 




















This Book Will Help You 


in 3 Ways! 
elncrease Your 
Present Sales 


On tue A 


awa 


e Win confidence of 
your customers 


eo ee 


e Build replacement 
and “follow-up” 
sales 


too 


sao 


If ycur builders’ hardware department is not one of the most 
profitable in your store—if your initial sale to a customer does 
not bring later replacement and “follow-up” sales—then this 
book is the answer to your problems. It is the practical kind of 
answer which will mean increased business and profits for YOU. 


Nowhere else can you get this wealth of authoritative informa- 
tion on all phases of properly specifying, selling and installing 
builders’ hardware at a profit. Written by an expert with more 
than 30 years experience in buying, selling and manufacturing 
this basic hardware line, this book shows you how to quickly 
and easily set up a builders’ hardware department capable of 
servicing all the needs of your community, from the modest aver- 
age home to schools, churches, hotels, office buildings, apartments 
and airports 


You'll find complete instructions on how to read blue prints and 
specify jobs; how to work with property owners, contractors,and 
architects; and how to turn builders’ hardware purchasers into 
steady customers for all other hardware needs. 

Whether you are an experienced hardware man or a beginning 
clerk, you will find this book crammed full of helpful information 
and ideas for increasing sales. Order your copy NOW! 


maAtTL 
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100 East 42nd St... New York, N. Y. 


THIS 


Please send me 


COUPON 


A few of the book’s features 
which will mean more dollars 


for YOU! 


Suggestions on making bids that will bring you 
more sales and sounder profits. 


How to bring prospects into your store. 


How to cash in on replacement and follow-up 
items. 

Specific information on equipping public 
buildings. 

Nine comparative charts which show you how to 
match different items of all leading manufac- 
turers. 


A working blue print, size 25 x 111/2 inches, with 
which to work throughout the course, and a 
glossary of over 300 technical builders’ hardware 
terms. 

Over 600 illustrations, charts and diagrams. 

220 pages—size 81/, x 111/,—cloth bound to with- 
stand hard usage. 


TODAY . 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME FIRM 


ADDRESS ivt tus ee 


STATE 


() Check here if you enclose payment, in which case we pay postage. 
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importance of time studies in elim- 
inating waste efforts and determin- 
ing the most economical way to do 
a thing. 

“Cost Accounting for a Small 
Manufacturing Concern” was dis- 
cussed by William C. Armstrong. 
Rockbestos Products Corp. He said 
that pre-determining the cost of the 
product is essential today otherwise 
the company might be misled in 
establishing selling prices. He out- 
lined how this should be done for 
the group. After setting up cost 
standards. these must be checked 
against actual costs. 

Friday afternoon the Oil Division, 
Solid Fuel Division, and the Gas and 
Electric Range manufacturers held 
group meetings. 

A. T. Atwill, Quaker Manufac- 
turing Co., Chicago, II., presided at 
the meeting of the oil division. 
Speakers at this meeting were R. W. 
Carney. sales manager, Coleman 
Lamp & Stove Co., who led the 
discussion on competitives practices ; 
R. N. St. John, director. United 
Laboratories; J. C. Goldrick, Evans 
Products Co., chairman, Publicity 
and Seal Committees, and R. K. 
Thulman, F.H.A., who discussed 
standards and regulations covering 
oil-burning heaters. Albert Kahn, 
Estate Stove Co., was appointed tem- 
porary chairman of the executive 
committee of this group for 1941. 
Other members of the committee 
are Jack Gilmore, Oil Devices; ,T. M. 
Sourbeck, Lorain Division, Amer- 
ican Stove Co.; Sheldon Coleman. 
Coleman Lamp & Stove Co.: R. B. 
Evans, Evans Products Co.; R. L. 
Fowler, Florence Stove Co., and J. 
T. Grotenhouse, Silent Sioux Oil 
Burner Corp. 

Alden P. Chester, Globe American 
Corp., presided at the meeting of 
the gas and electric range manufac- 
turers. This group discussed cost 
and sales trends. guarantees on 
burners and reduction of the cost of 
porcelain enamel replacements. The 


group also elected to set up a per- 
manent division for the gas and 
electric range manufacturers in the 
Institute with Mr. Chester as the 


chairman. 

C. Acker:on, Agricola Furnace 
Co.. presided at the meeting of the 
Solid Fuel Division of the Institute. 
J. E. Watkins, secretary, Muncie 
Retail Merchants Association, and 
Ross Hartley, Hartley Coal Co., 
Muncie, Ind., outlined the program 
followed in promoting the sale of 
coal-burning appliances in their 
community which was very success- 
ful. Other speakers were Elmer R. 
Kaiser, assistant to the president, 
Bituminous Coal Research, Inc., and 
Samuel Dunckel. managing director, 
of the Institute. 

The annual banquet was held 
Thursday evening in the Hall of 
Mirrors. E. F. Garno, general sales 
manager, Floyd-Wells Co., acted as 
toastmaster, and Louis J. Alber, ex- 
ecutive director cf Smaller Business 
of America, Inc., was the speaker 
of the evening. His subject was 
“The Irresistible Churchill.” A pro- 
gram of music and entertainment 
followed the banquet. 

Officers of the Institute elected 
were R. T. Frazier, The Cavalier 
Corp.. Chattanooga, Tenn., presi- 
dent: E. K. Priest, The Moore Cor- 
poration, Joliet, Ill, vice-president. 
and Walker Leach, Glenwood Range 
Co., Taunton, Mass., secretary. 
Board of trustees for 1941 were: 

Western Central—T. M. Sour- 
beck, Lorain Division, American 
Stove Co.; Albert Kahn, The Estate 
Stove Co.; E. K. Priest, The Moore 
Corp.. and A. P. Chester, Globe 
American Corp. Southern—Cliff 
Ackerson, Agricola Furnace Co.; 
F. O. Mahery, Athens Stove Works; 
Hardwick Caldwell, Tennessee Stove 
Works, and R. T. Frazier, The 
Cavalier Corp. Trustees for the 
New England, Middle Atlantic and 
Western districts will be elected at a 
later date. 


Left to right: A. T. Atwill, Quaker Mfg. Co.; C. Ackerson, Agricola 

Furnace Co.; E. K. Priest, The Moore Corp.; Dr. E. B. George, Dun & 

Bradstreet, Inc.; Louis J. Alber, Smaller Business of America, Inc., 

speaker of the evening, and E. F. Garno, Floyd-Wells Co., toastmaster 
at the annual convention banquet. 
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Step Up Your 
Merchandising Efforts! 


| ae is no time 


to let down on your merchandising 
activities. Use that month to try 
out different ways of getting your 
customers to buy. Hold special 
sales on Fridays and Saturdays or 
give demonstrations of new house- 
hold appliances and tools. Make 
your store the most interesting 
place in town—a place where 
something is always happening— 
and people will come in and buy. 

Order and cleanliness are two 
things badly needed in most hard- 
ware stores, and they aren’t such 
dificult How- 


things to secure. 


ever, securing them does require a 
lot of concentration and division of 
responsibility. Individuals in the 
store must be made responsible for 
certain tables and sidewall displays 
and then the owner must see that 
these people do their jobs. When 
salespeople know they must keep 
up these displays and that someone 
is checking on them, the work usu- 
ally gets done regardless of how 
busy they are with customers. 


Necessity Items 


Tables in the store can be used 
now to show necessity items. mer- 


chandise that women are using in 
the home all the time. Supplies of 
these items are being replenished 
continually so present attractive 
arrangements of this merchandise 
to them at this time of year. Price 
will be a factor in attracting atten- 
tion to these lines. Feature a popu- 
lar item at an attractive price to 
bring traffic to the store and then 
push for extra sales at full profits 
on related items. A properly trim- 
med table will make this type of 
selling easy. 

Attractive show cards add great- 
ly to the effectiveness of displays. 
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Home Work Shop Tool Window 


Merchandise :—Wood-working lathe, bench saw, jointer-planer, drill press, band 
saw, jig saw, wood-working chisels and gouges, face plates, spur centers, cup centers, 
drum sanders, electric hand drill, tool grinders, hand saws, hammers, planes, squares, 


rules. 


_ Background:—Center panel of dark brown corrugated board or wallboard 
painted. Side panels in buff. Cut out letters of bright yellow corrugated board. 
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TOOLS WHICH BRING REPEAT ORDERS... 





...tools made with 


Heavier gage steels used in modern auto bodies create a market 


alloy steels for stronger, tougher pick hammers, bumping hammers, dollies 


and spoons. Meeting these present day requirements, H. K. 
PoRTER, INC., EVERETT, MASs., uses Nickel-molybdenum steel 
for their improved body repair tools. Nickel alloy steels, such 
as SAE 4650 used by Porter, produce long-lived tools which 
resist deformation and breakage despite shop abuse. 








No need to tell you that 
j power tools—even more 
Ped | , ‘ ko eae than hand tools—must be 
3 fabricated from tough 
y - ~ or steels to withstand hard 
¢y = Gy wall usage. This Ingersoll- 
a ail ; . Rand Impact Wrench 
eee e ee t utilizes the increased 
ES gers strength and wear resist- 
ance of Nickel alloy steels 
to withstand as many as 
1100 rotary impacts per 
. : et minute. This husky power 
: wrench, with stressed parts forged from Nickel-chro- 
a ie : mium-molybdenum steel, has proved itself six to eight 
s2969 "9900 2) ae, | times more efficient than hand wrenches. Ingersoll-Rand 
, ' ‘ users know that Nickel alloy steels withstand abrasive 
wear, shock overloads and fatigue strains for years. 


LAA 


; 
go eee occccce) 


It’s great to recommend 
hand tools—and be absolutely sure your 
customers will stay satisfied. That’s the 
way it is with tools made from tough, WHAT WOULD YOU like to know about hand 
uniformly tempered Nickel steels. Utica and power tools strengthened and toughened by 
oo Pyare pie ne ed Nickel steel parts? Your inquiry will be answered 
ORGE & Toou Corp., Utica, N. Y., has 
long specified high strength Nickel- 
molybdenum steels for the complete line. 


THE INTERNATIONAL NICKEL COMPANY, INC. new vorx, wv. 
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HOUSEHOLD 








MODERNIZATION 
AROUND A NEW 


KitcHen SINK 
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Housewares Window 


Merchandise :—Feature modern kitchen sink, paper towels, dish drainers, rubber 
drain board mats, scouring mops, dish washing mop, drain pipe opener, window 
cleaner, paste and liquid floor wax, steel wool balls and pads, kneeling pads, wax 


paper, hand cleaner. 


Background :—Center panel of buff corrugated board or wallboard painted. Side 
panels of light blue. Cut out letters of dark blue corrugated board. 





Feature merchandise shown on the 
ends of the tables should always 
have show cards with a selling 
sentence and the price of the items. 
Price merchandise in quantity 
where possible, e.g., two for 9 
cents, three for 25 cents, etc. This 
encourages extra sales. Keep show 
cards uniform in size and use 
holders that keep the card in the 
correct position. Other items on 
the tables should be priced with 
the small tickets which fit into 
holders on the table divisions. 


Table Coverings 

Oil cloth is an excellent covering 
for display table tops. Where step- 
up display units are used these 
should be covered with the same 
material. Oil cloth is easily cleaned 
with a damp cloth and stays bright 
and shiny for a long time. It 
should be renewed occasionally. 
Good colors are light green, red. 
buff and blue. Ledges on the side- 
wall fixtures should also be cov- 
ered with this material. 
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That Extra Touch 


Paper doilies either plain or 
fancy add that extra touch of 
quality to sidewall displays of gift 
goods, pottery, tableware and 
small electrical appliances. Put the 
paper doily under each item shown 
in the display. Allow about an 
inch of it to extend over the edge 
of the shelf and fold this down 
over the shelf edge. The doilies 
can be folded before using. 


Cleaning Materials 


Set up a cleaning goods depart- 
ment in your store if you want 
sales to increase on this type of 
goods. Usually this merchandise, 
such as brooms, mops, sponges. 
brushes and cleaners, is scattered 
all over the store. Show them to- 
gether in one section and cus- 
tomers looking for one article will 
see many related items that they 
need. Try it—it works! 


Payment on Note 


BUSINESS man who is paying 
off on a note should get a re- 
ceipt or have a cancelled check for 
each payment made. In the case of 
the cancelled check, the check should 
have written on it a memorandum of 
just what the payment represented. 
This is extremely important in the 
event of the death of the holder of 
the note. 
Discussing just such a case recent- 
ly. the Court of Appeals of Kentucky 


said: “The two notes having been 
found among his papers after his 
death, the presumption is that these 
notes had not been paid, in the ab- 
sence of proof to the contrary.” 

The legal effect of that “presump- 
tion” is that the person liable on the 
note will be required by the courts 
to pay it in full unless he can pro- 
duce satisfactory proof of the pay- 
ments he has made. 
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Revision of 


The Sherman Law 


Will Make It More Effective and Useful 














By FELIX H. LEVY 


EDITOR'S NOTE: — Felix H. Levy, an accepted 
authority on anti-trust, fair trade and other legislation 
vitally affecting our commercial structure, is a prom- 
inent member of the New York Bar. Under President 
Theodore Roosevelt’s administration he was Special 
Assistant to the United States Attorney General and 
Special Counsel to the Department of Justice in the 
Sherman Law prosecution of the Tobacco Trust. Having 
served as counsel for a widely diversified group of 
prominent business firms, whose cases were of outstand- 
ing importance involving prosecutions under anti-trust 
laws, and as counsel for a score of major trade associa- 
tions, Mr. Levy enjoys a rich background as an author- 
ity on such legislation—highly competent as an attorney 
yet thoroughly sympathetic in his understanding of 
distribution problems and of the requirements of busi- 
ness generally. From these experiences he proposes a 
simple, clearly stated and brief amendment to the 50 
year old Sherman Law—providing this legislative pro- 
tection against monopoly with a desired and needed 
flexibility without robbing it of any of its essentials. In 
this article Mr. Levy explains the merits and defects of 
the Sherman Law and offers the text of the proposed 
amendment. 





FELIX H. LEVY 


suggested remedy, fairness re- 
quires strong approval of many, 
indeed of most of the prosecutions 
which have recently been insti- 
tuted by the government, because 
they have disclosed a variety of 
conditions existing in American 





lL, a prior article in 


Harpware AGE, (see H.A. Oct. 3, 
1940 p. 28) the present writer 
sought an answer to the question 
why American businessmen find 
the Sherman Law confusing and 
perplexing despite the long period 
of time in which that law has been 
in existence and in spite of the 
many thousands of decisions ren- 
dered by our courts in relation 
to it. 

Attention was then called to the 
fact that this state of confusion was 
principally due to decisions of the 
Supreme Court that a cooperative 
agreement among competitors “is 
not excused because it was induced 





32 


by good motives or produced good 
results”—the result of which has 
been to prevent businessmen from 
utilizing the principle of coopera- 
tion and compelling them to pur- 
sue methods of unrestricted com- 
petition. 

The Sherman Law has been in- 
terpreted to condemn and forbid 
agreements among competitors, 
with declared disregard of whether 
such agreements promote or im- 
pair the public welfare; to that 
extent the Sherman Law consti- 
tutes a straight-jacket upon Amer- 
ican business which has caused 
serious damage. 

Prefacing the presentation of the 





industry which are clearly opposed 
to the public welfare—nor are the 
views here expressed intended to 
impair the full potency of the 
Sherman Law in dealing with such 
situations. 


The Suggested Remedy 


Just as is the case with many 
of our important statutes, the 
Sherman Law is derived from the 
common law of England. It is a 
significant fact, however, that 
England and, perhaps more im- 
pressively, its two most progressive 
and forward-looking dominions. 
Canada and Australia, have long 
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Simplify Your Stock Taking with the 
Harpware Ace White Inventory SHEETS 


Actual size of sheets 9% by 12 inches over all; writing area 
8!/, by I1'/ inches. Sheets printed on both sides of geod ere 
white bond paper, with 28 entry lines on each side. PRICE $1 
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for 200 sheets (400 pages) plus 25¢ mailing charge. 


You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 


leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 




















the best ever—they are even more simple, more 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 






























ny. was designed to sell at a new low price—200 fit the HARDWARE AGE Inventory Sheet Bind- 
ons sheets for only $1, plus a 25¢ mailing charge. As ers which are used by thousands of dealers who 
sti- these sheets are printed on both sides of good reorder their Inventory Sheets from us year in 
use white bond paper, this means you really get and year out. 
of 400 pages of inventory record sheets. Each side Due to the exceptional low price at which 
oats of the sheet has room for 28 items. Your $1.25 these sheets are sold and which applies to the 
ae investment provides inventory space for 11,200 United States and its possessions only, please 
ree items. have your money order or check accompany 
| to During the past years, thousands of retail hard- your order. , . ’ 
the ware dealers and wholesalers have used millions Make your inventory taking this year eusier 
uch of HARDWARE AGE Inventory Sheets because and surer with these WHITE INVENTORY 
they found them simple, convenient and handy SHEETS. Use the coupon below to order your 
to use. The WHITE INVENTORY SHEETS are supply today. 

ly ‘ 
any SS S22 2S SSS enenaeneananae Use This ae Se eae eeeeoeaoneaananeaonanananaoen 
pd HARDWARE AGE 

the 100 East 42nd Street, New York, N. Y. 
et ie Sentlemen: 
that Here is my $ .. Please send me .... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
— charge). Also send me . Binders (50¢ each). Send these to me by return mail. 
“he Sgt Pst cin nsah tn ORE leu aul 
ons. 
ong OR tte tt eee ree een e carer cece lM ec ce tee cceee ee ter cere settee ees STATE oo. eec scons 
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since abandoned the old common 
law principles which formerly gov- 
erned the subject, while the United 
States has retained these principles 
in their age-old rigor. 

By means of gradual develop- 
ment in the judicial interpretations 
of the Sherman Law, its scop- 
was extended beyond the field of 
monopolistic busines. into the 
domain of general business, that 
is to say. business not caracter- 
ized by monopolistic or oppressive 
purposes, It was thus extended into 
business situations where com- 
petitors undertock to correct con- 
ditions of excessive competition 
which threatened the welfare of 
their industry and seemed even to 
imperil its future existence. Such 
extension found expression in de- 
cisions of the Supreme Couit 
which declared: 


. a combination is not excused 
because it was induced by good 
motive s or produced good results.” 


Many decisions show that the 
Sherman Law rigorously asserts 
and maintains the doctrine of un- 
restricted competition and forbids 
the principle of cooperation. 

A totally different principle pre- 
vails in Great Britain, Australia 
and Canada. In those countries 
cooperative agreements designed 
for the welfare of an industry, and 
not injurious to the public wel- 
Jare, are regarded as lawful. In 
this country, the principle of com- 
petition based upon the ancient 
maxim that “competition is the 
life of trade.” has been emphasized 
and enforced solely upon the 
standpoint that the interests of the 
consumers are alone to be con- 
sidered, and that consequently all 
cooperative agreements affecting 
the important elements of produc- 
tion, territory and prices, are 
deemed unlawful because of the 
likelihood that their effect will be 
to increase prices to consumers. 
In Great Britain. Australia and 
Canada, a different principle pre- 
vails, namely that the interests of 
the public as a whole should con- 
stitute the standard by which the 
subject is governed. In other 
words. the policy of these * other 
English-speaking countries is 
based upon a consideration of the 
welfare of the public as a whole. 
including in that designation not 
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merely consumers, but also labor 
and industry. 


Australia 


The Australian statute which 
correspond: to our Sherman Law. 
is entitled “The Australian Indus- 
tries Preseivation Act”. This tiile 
is significant as indicating that 
the primary purpose of that statute 
is the prohibition of acts in re- 
straint of trade only waen they 
threaten the existence of Aus- 
tralian industries, although de- 
cisions show that appropriate 
power exists to prevent undue, un- 
reasonable or extortionate prices 
to consumers. 

The Australian statute contains 
the express statement that cooper- 
ative agreements shall be declared 
to be unlawful only when they are 
“to the detriment! of the public”, 
or when such agreements are 
committed. 


“with intent to destroy or injure 
by means of unfair competition 
any Australian industry, the pres- 
ervation of which is advantageous 
to the Commonwealth, having due 
regard to the interests of produc- 
ers, workers and consumers.” 


As illustrative of the greater 
flexibility of the Australian statute 
and its freedom from the rigor of 
the Sherman Law, the following 
quotation from a decision of a 
high English court is pertinent: 


“It was also strongly urged that 
in the term ‘detriment to the 
public’ the public means the con- 
suming public, and that the legis- 
lature was not contemplating the 
interest of any persons engaged 
in the production or distribution 
of articles of consumption.” 


The court then proceeds to say 
that it does not — 


“take this view. but the matter is 
really of little importance, for in 
considering the interests of con- 
sumers it is impossible to disre- 
gard the interests of those who are 
engaged in production and dis- 
tribution. . . . It can never be of 
real benefit to the consumers of 
coal that colliery — proprietors 
should carry on their business at 
a loss, or that any profit they make 
should depend on the miner’s 
wages being reduced to a mini- 
mum. There is in this respect a 
solidarity of interest between all 
members of the public. . . . To 
prove an intention to injure the 
public by raising prices. the in- 








tention to charge excessive or un- 

reasonable prices must be ap- 

parent. 

In full contradiction of the views 
thus expressed, are the decisions 
of our Supreme Court in the Tren- 
ton Potteries case and in the 
Madison Oil case —in both of 
which it was declared that agree- 
ments as to prices are unlawful 
even though such prices are rea- 
sonable and even though they were 
agreed upon for the purpose of 
correcting injurious conditions of 
excessive competition. This con- 
trast is also displayed by the de- 
cisions of our courts which declare 
that an agreement among com- 
petitors “is not excused because 
it was induced by good motives or 
produced good results” 


Canada 


The corresponding statute of 
Canada, in defining what shall 
constitute unlawful restraints of 
trade, declares cooperative agree- 
ments unlawful when they 


“have operated or are likely to 
operate to the detriment or 
against the interest of the public. 
whether consumers. producers or 
others.” 


Thus in Canada, just as in 
Great Britain and in Australia. 
the paramount purpose of the law 
is to give protection to the Com- 
monwealth as a whole and, in do- 
ing so, to give proper considera- 
tion to consumes. labor and in- 
dustry. 

In a Canadian prosecution 
brought against an association of 
coal dealers. it was shown that 
members had entered into an 
agreement for the purpose of main- 
taining the retail prices of coal, 
in order to prevent ruinous com- 
petition which existed in their in- 
dustry. 

In dismissing a complaint which 
had been made against this situa- 
lion. it was said: 


“Having regard to these abuses, 
which have been a real menace 
to the coal trade and a loss to 
producers for many years, one can 
scarcely find fault with the efforts 
of the Association, or others, to 
suppress such activities. .. . Upon 
these grounds I have come to the 
conclusion that. in its activities in 
endeavoring to limit or prevent 
this unfair competition, it has not 
operated to the detriment of. o1 
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Fire Hooks C 


Pokers 
Back Up Wrenches 
Clinker Hooks 









Slice 
Bars 






Ash Hoes 


RIGID CONSTRUCTION AND EASY USE 


MAKE FIRE-FIXER TOOLS A FAST MOVING 
AND PROFITABLE LINE. 


ASK YOUR JOBBER 
FOR CATALOGUE AND PRICES 


FARRELL-CHEEK STEEL CO. ‘*NDUS*” 





















“GLUEKY” 


““GLUEKY” The Super Glue Sales- 
man, will sell Rogers Glue to 
2,000,000 families a month 


... and because ROGERS’ exclusive hardware selling 
plan protects you and it offers ‘you more profit. 
by fae orecheg op Sachatcy If Sevres spa dea cg 

selling through the hardware you of full profits so you can 
trade and not selling to chain compete with choin stores, group 


store, group buyers, or mail order buyers, etc., by offering a superior 
houses. product at the same price. 


DEMAND — Rogers sells for 

ou with national advertising 
skins insuring clarity and uni- im Popular Mechenics, Popular 
formity .. . also prod great Sei 1 Home Craftsman, etc., 
strength (3800 pounds shearing reaching over a million consumers 
strength per squore inch). monthly. ; 











QUALITY — Rogers Glue is 
mode only from select fish 











FREE — Phone or 
write your jobber tor 
free goods offers .. 
ask him for a free 
display unit. To dis- 
play Rogers Glue is 
to sell Rogers Glue 


























Please sir—can you spare me just a 
moment of your time? I'm a sales- 
man looking for some additional lines 
to represent. Know where | can find 
them | 











| sure do! You'll find them listed 
under "Sales Representatives 
Wanted" in the Classified Op- 
portunities Section of Hardware 
Age. It's a pleasure to recom- 
mend that paper, because the 
best companies advertise in it 
when they want good men. Good 
luck—I hope you find what you 
want, 
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TRIPLEX Nuts 
Make Money for You 


It pays you to stock TRIPLEX Nuts to please 
particular customers. Accurate to size; full 
threads; heat-treated. All standard sizes in 
square and hex. Semi-finished, hot-pressed, cold 
punched, chamfered and trimmed. Write today 
for catalog and prices. 


THE TRIPLEX SCREW CO. 
5317 GRANT AVE. CLEVELAND, OHIO 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold + + + Used in Every Industry * 
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against the best interests of, the 
public.” 


The American System 


In a report made a few years 
ago by an important American in- 
dustrial association the following 
was said: 


“With an industrial productive ca- 
pacity in certain lines far greater 
than America’s present consump- 
tive requirement, and with the 
ruinous competition which such 
a situation invites, has the time 
not come when industry should 
probably consider seriously the 
altering of the Sherman and the 
Clayton Acts,+ with the idea of 
more elasticity with respect to in- 
telligent cooperation between, and 
possible combinations of, compar- 
able but competitive destructive 
enterprises? Continental and Brit- 
ish jurisprudence approaches the 
matter of combination with the 
dominant idea that the whole pub- 
lic is to be safeguarded; Amer- 
ican jurisprudence looks only to 
the consumer.” 


We thus find that in Great 
Britain, Canada and Australia, a 
system prevails whereby the ad- 
vantages which commonly result 
from honest efforts at cooperation, 
are deemed lawful while, at the 
same time, the power is reserved 
to forbid and prevent cooperative 
agreements which are injurious to 
the public welfare. Moreover, in 
the determination of injury to the 
public welfare, the interests of the 
entire public are given full con- 
sideration by the express declara- 
tion in both the Australian and 
Canadian statutes, that due regard 
must be given to the interests of 
producers and workers as well as 
of consumers. 

Unlike the judicial principles 
which prevail in Great Britain, 
Australia and Canada, our anti- 
trust laws forbid cooperation 
among competitors, regardless of 
the good results and of the good 
purposes which may characterize 
such cooperation. 

Our system is based upon the 
mistaken theory that competition, 
although relentless and mutually 
destructive, is commendable and 
desirable, merely because it tends 
to lower the prices of commodities 
to consumers. This is economically 
unsound because it fails to take 
into account the welfare of those 
who are engaged in production, 
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namely manufacturers, merchants 
and workers. 

Although the safeguarding of 
low prices to consumers is an im- 
portant and desirable objective, it 
is by no means the sole factor, or 
even the principal factor, in pro- 
tecting the public welfare. It is 
equally, if not more important 
that labor on the one hand, and 
manufacturers and distributors on 
the other hand, shall be able to 
earn an adequate return for their 
expenditure of work and for their 
investment of capital. As was 
stated in the English decision 
above cited, there is “a solidarity 
of interest between all members of 
the public”. 

While it is true that consumers 
comprise the entire public, it is 
also true that the consuming public 
also comprises labor and industry. 
The question then arises whether 
it is a sound economic principle 
that our jurisprudence should give 
its sole attention to the protection 
of the public in its capacity as con- 
sumers, while at the same time 
ignoring the consuming public in 
its capacity as producers and work- 
ers. Stated differently, but cor- 
rectly, is it to the better interests 
of the public to obtain lower 
prices than to maintain and enjoy 
the benefits of a wholesome and 
thriving industry ? 


Proposed Amendment 


If the greater efficiency and use- 
fulness of the procedure prevail- 
ing in the other named English- 
speaking countries has been here 
proven, then any suggested re- 
vision of the Sherman Law must 
be directed toward the adoption 





of the same principle, namely pub- 
lic welfare, which prevails in the 
statutes of those countries. Upon 
this basis the following amend- 
ment to the Sherman Law is sug- 
gested: 


“That the words ‘in restraint 
of trade’ wherever used in this 
Act, shall be deemed and in- 
terpreted to mean only such 
restraint of trade as, having 
due regard to the interests of 
producers, workers, consum- 
ers, and distributors, shall be 
to the detriment of the pub- 
lie.” 

If this revision shall be brought 
about, then the result will be the 
abandonment of the drastic prin- 
ciple now prevailing, whereby 
good motives and good results do 
not constitute a defense; and with 
the result that the present state 
of confusion will be ended and 
businessmen no longer stand in 
fear of prosecution and punish- 
ment when, with good motives, 
they seek to produce good results 
which are beneficial to the public 
welfare. 

It is further suggested that such 
an amendment would not impair 
the effectiveness of the Sherman 
Law in its wise prohibitions 
against nefarious and dishonest 
efforts to bring about private ad- 
vantages which are damaging to 
the public welfare. Such an amend- 
ment ought to clarify and make 
more effective the prevailing and 
commendable efforts now being 
made by the Department of Justice 
to inhibit and destroy every nox- 
ious combination which seeks only 
selfish advantage and ignores the 
public welfare. 





T is not sufficient to agree with Felix H. Levy and to 

approve his simple remedy for improving the usefulness 
of the Sherman Law. A copy of this article with the pro- 
posed amendment is being sent to every member of the 
Congress and to all members of the T.N.E.C. or Monopoly 
Commission. If our readers as citizens, business men and tax- 
paying voters immediately write, wire or phone their Sena- 
tors and Representatives, insisting upon some consideration 
of this amendment to the Sherman Law and enlist also the 
wide support of all of the trade associations and other busi- 
ness and civic groups to which they may belong, some favor- 
able action may result. Indifferent acceptance will not heip. 
Let your Congressmen know where you stand on this ques- 
tion and keep after them until some action is taken. 
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THE NEW PATENT STRING DEVICE 








Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 





have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 


RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St... New York City 
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The cutter is not 
clamped to the 
side of the head. 
It racks back and 
forth through the 
head, and may be safe- 
| ly used fully extended. 
















| Has precision screw adjust- 


ment. A full turn enlarges 
the hole 14”, a half turn. 
1/16”, etc. Two cutters come 


| with each bit, affording a di- 
ameter range from %” to 214”. 


One of the hundreds of high quality 


Ruvvell forning, 
AUGER BITS 


Available at your jobber’s 
THE RUSSELL JENNINGS MFG. CO., Chester, Conn. 


CUTTER 
entirely 
within a 
SOLID 
STEEL 
HEAD— 
CAN?’T 
COME 
LOOSE 











CARLTON WARE. 
Superior in Every Way 


Of solid stainless steel 
clear through — not 
plated — Carlton Ware 
stays lustrous, is easy to 
clean, cooks evenly. 
Women who buy Carl- 
ton Ware always come 
back for more, assuring 
profitable repeat trade 
for you. 


= AT THE bs 
HOUSEWARES EXHIBIT | 
Chicago, January 5 to 10 
See the Carlton Display | 
Room 864, Palmer House. 


THE CARROLLTON 
METAL PRODUCTS CO. 


CARROLLTON, OHIO 


CARLTON 
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JOHN A. ROEBLING’S SONS CO. ANNOUNCES 
CHANGES IN ITS SALES ORGANIZATION 


John A. Roebling’s Sons Co., 
ay & for 


the following changes in its sales 


Trenton, has advised 


organization: Roger H. Clapp be- 





ROGER H. CLAPP 


comes assistant general manager 
of sales; Earl N. Graf, assistant 
manager of sales, wire rope divi- 
sion; W. K. Hanna, manager of 
the Pittsburgh territory; Horace 
E. Thorn, manager of the Phila- 
delphia office, and William P. 
Laseter, of the 
recently formed export division. | 


export manager 

Mr. Clapp, former Philadelphia 
branch manager, gained his wire 
business the 
in 


experience with 


American Steel & Wire Co. 


| 





EARL N. GRAF 





Worcester, Mass., where he spent 
six years in the mills and eight 


years in sales work. In 1923 he 
became sales manager of the 
wire department of the Wick- 


wire Spencer Steel Co. in New 
York City, later becoming east- 


ern district sales manager in 
1932 and then sales manager of 
the Pacific Coast division. He 


joined the Roebling company in 
1936 and was appointed manager 
of the Philadelphia branch. 
Mr. Graf, former 
the Pittsburgh 


manager of 


branch, started 





7. K. HANNA 


Carnegie 
became 


the 
later 


with 


He 


his 
Steel 


caree! 
Corp. 


| connected with the Midvale Cam- 


bria Steel Corp. (now Bethlehem | 


Steel Co.) in general sales work, 
and then in 1918, he opened a 
branch in Philadelphia for the 


sociation with the Roebling com- 
pany came indirectly in 
when he took over specialized 
wire rope sales for the Frick and 
Lindsay Co., a Roebling distribu- 
Pittsburgh. Frick and 


tor in 


| Lindsay later became the Frick- 


Reid Supply Corp., and = Mr. 
Graf remained as the wire rope 
specialist with the new concern. 
When in 1939 Roebling opened 
a branch office in Pittsburgh, Mr. 
Graf was put in charge of wire 
rope sales and the following year 
became branch manager. 


| Beaver Refining Co. His first as- | 


1919, | 


| 
Mr. Hanna began his business 


career salesman for the 
Charleston Electrical Supply Co., 


Charleston, W. Va., and not long 


as 


after, in 1919, he entered the 
| Roebling organization as sales 
representative for its complete 


line of wire rope, electrical wires 
and cables, woven wire, and flat 


wire specialties throughout south- 


western Virginia and southern 
West Virginia. He then became 
assistant manager of the com- 


Ax 
Pittsburgh manager, Mr. Hanna 


pany’s Philadelphia branch. 


will supervise a territory includ- 
ing 
certain areas in Maryland. Vir 


western Pennsylvania and 
ginia, West Virginia and Ken- 
tucky. 

Mr. Thorn, upon entering the 
Roebling organization, worked 
for several years in its engineer- 
ing department as designer and 
In 1917 he was trans- 
ferred to the sales department as 


draftsman. 


-ales agent for wire specialties, 
high carbon round wire and flat 
As manager of the Phila- 
will 


wire. 
delphia branch, he have 
charge of sales and local stock of 
Roebling’s complete line of wire 
rope, electrical wires and cables, 
cold rolled flat wire and special- 
ties and woven wire fabrics. 
Mr. charge of 
Roebling’s new export division at 


19 Rector St., New York City, 


Laseter, in 





HORACE E. THORN 









} comes to the company from the 
Oil Well Supply Co., where he 
manager 
well 


assistant of 


division, 


served as 
| the export 


as as 





LASETER 


W. P. 


Cia. Consolidada 
its Mexican sub- 


president of 
“Oilwell,” S.A.. 


sidiary. 


STOMAR MFG. ACQUIRES 
DELTA BIRD BATH 


The Stomar Mfg. Co., 1027 
Ridge Ave., Philadelphia, Pa., 
manufacturer of kitchen gadgets, 
has taken over patents, dies, and 
tools for the manufacture of the 
“Delta” bird bath. These baths 
in green, red, and _ silver 
and are made with the new 
“Plasticel” window, non-in- 
flammable product. 

All and promotions of 
this item will be in charge of 
Irving Fishman, 1107 Broadway, 
New York City, who sales 
manager for the company. 


come 
a 


sales 


1s 


HANDLES SALES OF 
COPRTOP TANK BALL 
The 


American Rubber Prod 


| ucts Corp., Wilton, Conn., has 


announced the appointment of 
Irving Fishman, 1107 Broadway. 
New York City, as special sales 
representative of its patented 
“CopRtop” tank ball. He will be 
in charge of all special promo- 
tions for that product and the 
placing of distributors in various 
territories that are now covered 
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A. W. STEUDEL SHERWIN-WILLIAMS PRESIDENT 
GEORGE A. MARTIN CHAIRMAN OF THE BOARD 





At the left, Arthur W. Steudel, Sherwin-Williams’ new president 
with George A. Martin, now chairman of the board. 


The Sherwin- Williams  Co., 
Cleveland, Ohio, announces the 
election of Arthur W. Steudel as 
president, succeeding George A. 
Martin, who becomes chairman 
of the board, effective immediate- 


| turned to Cleveland as assistant 


| company and 


ly. Both men have long records | 


with the company and both have 
worked from humble beginnings 
to the top in the largest paint 
manufacturing organization in 


the world. 

Mr. Steudel has been  vice- 
president and general manager 
and now becomes the _ fourth 


president in the 74 years’ exist- 
ence of the company. The 
president is admirably fitted for 
his responsibilities, having served 
in various operating, selling and 
administrative capacities in the 
paint, varnish, lacquer, chemical 


and insecticide divisions of the 
company. 
Mr. Steudel, on completing 


business college, entered the em- 
The Sherwin-Williams 
Co. in 1908 as office boy. In 
1912 he went into the railway 
sales department; in 1913 the in- 
dustrial sales department and in 
1915 the fast developing dye, 
chemical and color department. 
In 1919 he went to New York 
as eastern manager of that de- 
partment and in 1923 he re- 


ploy of 
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new | 


te the president and manager of | 


the dye, chemical and color de- 
partment. In 1929 he was pro- 
moted to vice-president of the 
in 1937 he became 
vice-president and general man 
ager. 


Mr. Martin 
paint industry. 


is the dean of the 

He was born in 
Montello, Wis., and went to work 
in the Chicago 


to make paint specialties for 
railway locomotives and other 
railway equipment. He found 


himeelf in competition with The 
Sherwin-Williams Co., but that 
did not stop him. Unable to sell 
to a certain customer because that 
customer hought from Sherwin- 
Williams. Mr. Martin in turn 
sold The Sherwin-Williams Co. 
his product. In 1891 he joined 
Sherwin-Williams as manager of 
The Calumet Paint Company di- 
Chicago. In 1898 he 
became manager of the Western 
District. In 1901 he 
Cleveland in charge of the com- 
pany’s mining, smelting, linseed 
oil and can manufacturing opera- 
tions. In 1916 he became 
president: in 1921] general man- 
ager and in 1922 president. He 
celebrated his = 75th 


vision at 


moved to 


vice- 


recently 


Stockyards at | 
the age of 12. In 1887 he started | 


birthday and 1941 will be his 
50th year with Sherwin-Williams. 

Prof. E. E. Ware, who has 
been technical adviser to the 
president, becomes vice-president 
and technical director. L. H. 
Schroeder, treasurer of Sherwin- 
Williams, -was elected to the di- 
rectorate. 


W. F. ALLEN TO MAKE, SELL 
“KOL-GAS” HEATERS 
W. F. Allen of Nashville, 


Tenn., long prominent in the 


; 3 SF 
| stove industry, is retiring from 
the 


Allen Mfg. Co., Nashville. 


He has originated a new type of 


| coal burning heater and will de- 
| vote his time to the manufacture 
| and sale of this new product, to 


be marketed under the name of 
“Kol-Gas.” Mr. Allen heads the 
Kol-Gas Heater Co., organized to 
manufacture and distribute this 
new heater. 

Mr. Allen was raised in the 








| 
| 


stove business, -uceeeding — his 
father, who started building 
stoves in 1867. Shortly after 


Mr. Allen joined the company lh« 
brought out the Allen “Princess” 
range and in the 1920°s, the 
Allen parlor furnace. 


CAPEWELL MFG. ENLARGES 
ITS SALES STAFF 


Since the Capewell Mfg. Co., 


Hartford, Conn., announced a 
separate division for its metal 
cutting saw blades, the company 
has been developing an addi- 
tional sales force. Newest ap- 
pointment is that of Dunn & 
Bryan, 44 Murray St., for the 


metropolitan New York territory. 


NAXON UTILITIES OPENS 
NEW YORK OFFICE 
Naxon Utilities Corp., 2101-11 
West Walnut Street, Chicago. 
Ill., has announced the opening 
of an office at 509 Fifth Avenue, 
New York City, with J. J. Gold- 


stene as district manager. 


ADON H. BROWNELL APPOINTED 
LOCKWOOD GENERAL SALES MANAGER 


Falk, president of 
Lockwood Hardware Mfg. 
Fitchburg, Mass., announces the 


Morris 


Co., 


appointment of Adon H. Brow- 


nell as general sales manager of ‘ 


that company. 
Mr. Brownell 


been 


long 


has 





ADON H. BROWNELL 





recognized as one of the out 
standing builders’ hardware men 
of this country. He is the author 
of “Taking the Mystery Out of 
Builders’ Hardware,” an educa 
tional course which appeared se- 
rially in Harpware Acer for 
more than three and is 
now available in book form from 
that publication. 

Mr. Brownell has 


tured, sold and installed builders’ 


years, 


manufac 


| hardware for more than thirty 


years. 


He began his career in 
this field as a protege of C. E. 
Dudley, Providence, R. I., dean 
of builders’ hardware men. 
Successively, Mr. Brownell was 
manager of the builders’ hard 


ware departments for J. Russell 


Co., Holyoke, Mass.; Fort Pitt 
| Hardware Co., Pittsburgh, Pa.: 
The George Worthington Co., 


Cleveland, Ohio; H. D. Taylor 


| Co., Buffalo, N. Y., and others. 


At one time he was assistant 
sales manager for Russell & Er- 
win Mfg. Co., New Britain, 
Conn. 
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Sullivan Heads American Can Co.— 


Other Executive Changes Made 


Maurice J. Sullivan, executive 
vice-president, was appointed 
president of the American Can 





M. J. SULLIVAN 


Co., 230 Park Ave., New York 
City, at a recent meeting of the 
executive committee. He suc- 
the late Dr. Herbert A. 
At the same meeting, T. 
Anderson, formerly 

comptroller, 


ceeds 
Baker. 
N. 


president 


vice- 
and 
came executive vice-president and 
comptroller, and D. W. Figgis, 
formerly vice-president, was made 


executive vice-president of the 
company. 
Mr. Sullivan came to the 


American Can Co. as a salesman 
at the time of its organization in 
1901 Norton Brothers of 
Chicago, of the companies 
which went to form the 


from 
one 


American 


Can Co. He continued in sales 
in Chicago until he was trans- 
ferred to St. Paul, Minn., as 


local sales manager. Subsequent- 
ly, he became district sales man- 


ager in San Francisco and in 


1923 vice-president in charge of | 


be- | 


C. H. Black, formerly general 
manager of sales, general lines, 
has been appointed vice-president 
in charge of sales. He has been 
with the company 1908. 
K. Breckenridge, vice-presi- 
dent, located in Chicago, TIlL., 
will retire Dec. 31, 1940. G. H. 
Kellogg, vice-president in charge 


since 
Be 


of packers’ can sales, has been 
appointed in 
charge of the central district with 
| headquarters in Chicago. 

| Other changes include the ap- 
| pointment of J. A. Stewart, for- 
|merly general manager of manu- 


vice-president 





facture, packers’ cans, as vice- 
president, a 
manager 


Taylor, 
of 


and 


formerly general 


manufacturers, general lines, also | 


| as vice-president. 

| On the Pacific Coast, the com- 
| pany has appointed A. C. Webb 
to the office of general manager. 


For the past 22 years he has 
served as district sales manager 


with headquarters in San Fran- 
The position of 
sales manager will be 


D. A. MacArthur. 


district 
filled by 


cisco. 





EASY WASHER EXPANDS 
MARKETING PROGRAM 


The Easy Washing Machine 
ing a new program of market 
expansion and dealer develop 
ment, according to an announce- 
ment by J. J. Nance, 
manager. A dealer 
opment department under the di- 
rection of W. H. Reeve has been 


general 


sales devel- 


ment stores, furniture stores and 
other key outlets in developing 
promotional and merchandising 
programs. A new warehouse, 
scheduled for completion in Jan- 
uary, has been added to the com- 
pany’s plant facilities. 





EXPORT FIRM OFFERS 


the Pacifie Coast. He has also | 
been a director of the company 
since that time. 





BLACK 





SERVICES TO PRODUCERS 


H. V. Matz, now president of 
the Hardware & Machinery Ex- 
port Corp., 80 Wall St., New 
York City, has announced that 


KNIVES 


Landers, Frary & Clark, New 


Britain, Conn., is discontinuing | 


its lines of pocket knives and 
shears as of Jan. 1, 1941, but will 
continue its fine table and kitchen 
cutlery. 

In making this announcement 
the company advised: “Having 
made fine table and kitchen cut- 
lery for nearly 100 years, we shall 


Corp., Syracuse, N. Y., is start- | 


formed to cooperate with depart- | 


he will continue his cooperation 
with hardware tool manu- 
facturers in order to obtain ad- 
ditional export outlets for them. 
Mr. Matz was formerly associated 


and 


with the All America Export 
Corp. 
The Hardware & Machinery 


Export Corp. plans to help small 
manufacturers adapt their prod- 
ucts to the requirements of the 
Latin American retail trade and 
to distribute their products to 
them through resident sales agent 
in all countries who will be sup- 
ported by Spanish catalogs now 
being prepared. These are to be 
distributed to all retail sales out- 
lets in South America, Central 
America and the West Indies. 








PECSOK. SALES MANAGER 
OSBORN BRUSH DIVISION 


M. C. Pecsok has been ap- 
pointed sales manager of the 
Brush division of The Osborn 


Mfg. Co., Cleveland, Ohio. Mr. 
Pecsok began work with Osborn 
as an office boy in 1912. He 








M. C. PECSOK 








rose through the ranks to a 
posifion on the sales force where 
for the past 16 years he has 


jmade an outstanding record as 
| Osborn’s representative in the 
| Northern Ohio territory. His 
| wide experience in the brush 
| business and his long service 
with Osborn make him well fitted 
'for his new responsibilities. 


LANDERS DISCONTINUES POCKET 


AND SHEARS ONLY 


continue this department of our 
business, except that ‘Universal’ 
| pocket knives and shears will be 
| discontinued as of January 1. We 
| make this statement in order to 
| dispel any rumor which may re- 





| sult from recent decisions of some 


| other companies to liquidate their 
| cutlery business, 





WALTER P. STOFFEL, NEW 
CHARTER OAK HEAD 
Walter P. Stoffel was recently 

elected president of the Charter 

Oak Stove and Range Co., St. 


Louis, Mo., at its recent annual 





WALTER P. STOFFEL 


meeting to succeed Leslie Dana, 
who retired. C. L. Thompson II 
was elected vice-president. 

Mr. Stoffel joined the Charter 
Oak organization 40 years ago 
when he started his career as an 
office boy for the company. He 
has occupied practically every 
position in the office and was 
elected vice-president in 1925, 
which position he has held until 
he was made president. 


REPRESENTATION 
Son-Chief Electrics, Inc., Win- 


sted, Conn., manufacturer of elec- 
trical appliances has announced 
the following changes in repre- 
sentation, effective Jan. 1, 1941: 
Leonard Mathy with offices in the 
Merchandise Mart takes over the 
Chicago territory and V. T. 
Rupp of Los Angeles, Cal., takes 
the Southern California 
territory. 


over 


XMAS PARTY DRAWS 
90 HARDWARE MEN 


Ninety hardwaremen, compris- 
ing members of the Central New 
York Retail Hardware Associa- 
tion, their guests from the Mo- 
hawk Valley Retail Hardware 
Association and salesmen and 
executives of hardware whole- 
salers and manufacturers, joined 
the annual party of the Syracuse 
group at the Liederkranz, in that 
city, the evening of Dec. 9. The 
committee in charge was com- 
posed of Emil Evertz, Gordon 
Costello, Robert Greenfield, and 
Bert Extale. Each man received 
a Christmas gift and in turn 
was required to make a speech. 
Professional vaudeville was an 





entertainment feature. 


HARDWARE AGE 
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Marlin Firearms Co. Offers Fair 


Trade Protection on Its Rifles 


The Marlin Fire Arms Co.,| action .22 caliber rifle, full list 


New Haven, Conn., has an- 
nounced that its lever-action 
rifles have been established under 
Fair Trade protection in all 
states having Fair Trade laws on 
their statute books. This makes | 
the company the first in the in- 
dusty to bring Fair Trade pro- 
tection to dealers in sporting 
firearms. 

Roger Kenna. sales manager, 
in advising the trade of this 
move, announced: 

“The Marlin Firearms Co. is 
establishing three of its leading 
rifles under Fair Trade—the first 
time to our knowledge that this | 
has been done in the firearms | 
industry. 

“This step on our part assures 
you of a definite and honest 
profit, and we feel that this move | 
merits the support of every re- | 
tailer of firearms. The following | 
three Marlin guns will be estab- 





lished under Fair Trade as of | 
Dec. 1, 1940: Model 39-A lever | 








price $30.65, minimum price, 
$28.35; Model 36 lever action 
30/30 carbine and sporting car- 
bine, full list price, $32.00, mini- 
mum price, $29.50; Model 36-A 
lever action 30/30 rifle, full list 
price, $34.85, minimum price, 
$32.25. 

“We enclose herewith Fair 
Trade agreement which we ask 
you to sign and return to us 
promptly. By signing this agree- 
ment, you bind not only yourself 
but all of the retailers of fire- | 
arms, individual or chain, to sell | 
these three Marlin guns at not | 
less than prices fixed by this | 





agreement and as outlined above. | 
» “Careful survey of this retail | 
firearms field has shown that in | 
many markets the retailer is not 
receiving sufficient profit on his 
investment due to price cutting 
and this step on our part is taken 
solely in the interest of the re- | 
tailer to further his interest in | 
the handling of firearms.” 


RAWLPLUG CO. ADDS TO |H. Carpenter, and _ secretary- 


SALES STAFF 


Raymond S. Reid, with head- 
quarters at 1248 Consolidated 
Bldg., Indianapolis, Ind., has 
been added to the sales force of 
The Rawlplug Co., Inc., 98 Lafay- 
ette Street, New York City. He 
will handle the full line of 
anchoring units made by the 
company. W. E. Tiffany has been 
added to the Buffalo office to 
cover the Jamestown area. 





HARTMANN NEW PRESIDENT 
WITTE HARDWARE CO. 


Conrad Hartmann has been 
elected new president of the 
Witte Hardware Co., wholesale 
hardware firm of St. Louis, Mo. 
He succeeds the late Chris. D. 
Junge. Other officers of the com- 
pany are: vice-president, Charles 





CONRAD HARTMANN 


DECEMBER 26, 1940 


treasurer, A. Wm. Wolters. 

Mr. Hartmann has been con- | 
nected with the Witte Hardware | 
Co. since 1895 and as a young | 
man worked in nearly all of the | 
firm’s various departments. For | 
a number of years he was in 
charge of city and suburban 
sales. In 1920 he became buyer | 
and manager of the sporting | 
t goods department, a_ position | 
which he held until his recent | 





elevation to the presidency. He | 
| had been elected secretary of the | 
| company in 1930 and was made 
la director in 1937. 


ACE STORES CONVENTION | 
JANUARY 20-22 


The Ace Hardware Corp., 1319 | 
S. Michigan Ave., Chicago, III., | 
is sponsoring the annual conven- | 
tion of its dealers, Jan. 20-22, | 
1941, in the Merchandise Mart, | 
Chicago. There will be approxi- 
mately 250 exhibitors at the Mart | 
and the convention will have the | 
advantage of the Merchants and | 
Manufacturers Club; meeting | 
rooms, restaurants and lounges. 
E. G. Lindquist is secretary of 
the Ace Hardware Corp. | 


SELLS “SMOOTHCUT” LINE | 
IN WESTERN STATES | 

F. G. Funk, Cedar Rapids, | 
lowa, has joined the sales staff 
of the “Smoothcut” can opener 
division of the Regina Corp., 
Rahway, N. J., according to 
Lannon F. Mead, general sales 
manager. Mr. Funk is covering 





Iowa, Nebraska and the Dakotas. 









A FEATURE 
THAT WILL 
SELL ITSELF 


be Hand your customer this Green] 
Setfast Expansive Bit. Let him 
adjust the cutter by a quick ce 
motion of the thumb, and show road 
how a quarter turn of the eee 
pin with a screw driver, presses bar 31 
against cutter, locking it so that i 
ero stays mee. Just mention A 
e, open throat, an ji 
Greenlee feature, which rn ey ‘a ‘ 
fast clearance of chips, making bori > 
considerably easier than with ordi roe 
expansive bits. — 
And that’s all there ; i 
customers will be fais inane oe 
vantages of this Greenlee expansive bit, 
and you'll have little selling todo. Wh ' 
not send today for Catalog 31, and a 
complete information about the pos 
Greenlee line of tools for the Wood- 
worker, Electrician and Plumber. And 
mention your jobber when writing. 


GREENLEE TOOL CO. 
1715 Columbia Ave., Rockford, Ill. 





TOOLS THAT STAY Sold! 
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Globe American Corp. Appoints Gas 
And Electric Range Sales Managers 


Three appointments of impor- 
tance to the range industry have 
been announced by the Globe 





S. A. 


INMAN 


Ind. 


new 


Kokomo, 


Inman, 


American Corp., 
They are: S. A. 
sales manager of the gas 
division; Harry H. Venable, 
named to a similar post in the 
electric range division, and 
Charles A. Conrad, advertising 
manager. 


range 


JERSEY PAINT DEALERS 
ELECT 1941 OFFICERS 


At a recent meeting of the 
Hudson County Paint Dealers’ 
Association, held at Canter’s 


Restaurant, 168 Newark Avenue, 
Jersey City, N. J., officers for the 
year 1941 were elected. They are 
as follows: 


President, Michael Ruben- 
stein, Jersey City; vice-president, 
Max Kaufman, Jersey City; 


treasurer, Louis Nadel, Bayonne: 
secretary and counsel, Theodore 
Schwartz, Hoboken. The follow- 
ing were elected members of the 
Board of Governors: Nathan 
Israel, Guttenberg; Sidney Farh- 
Union City; Samuel A. 
Dashev, Jersey City, and Sol 
Sherman, Jersey City. 

for the 
and dance of the association to 


be held at the Hotel Abbey, New 


stein, 


Plans annual dinner 


York City, on January 25th. 
1941, have been brought almost 
to completion. A well known 


orchestra will supply the music 
and Arthur Murray’s 
have been engaged to give exhi- 


dancers 


bitions and instructions, followed 
by a dance contest. 

Plans were also made to 
tend the credit’ and collection 
system of the association to in- 
clude an accounting system. Ne- 
gotiations are in the course of 
progress, with a staff of account 
ants to render this service. 


ex 


The appointments were made 
to help take care of a sharply 
increasing sales volume, accord- 
ing to E. W. Lewis, Jr., director 
of sales. Of especial significance 
that, as advertising 


fact 


is the 





HARRY H. VENABLE 


manager, Mr. Conrad will fill a 
newly created full-time position 
in the Globe organization. He 
brings to his new post over 15 





years of varied experience in ad- 
vertising and promotion. 

Mr. Inman has an enviable | 
reputation as a merchandiser of | 
gas ranges, his work in this field | 
having taken him from coast to | 
coast during the past 15 years. 
He was formerly district sales 


manager of the Detroit Vapor | 
Stove Co., Detroit, Mich. 
Mr. Venable, formerly  vice- | 


president in charge of sales for 
the Standard Electric To- 
ledo, Ohio, has been identified 
with the electric range business 


Co., 


for 25 years. 


CHANGE DATES OF HARD- 
WARE BANQUET 

A change in the date of the 

31st annual banquet of the Met 


ropolitan Hardware Association, 
New York City, has been an- 
nounced. The banquet will be 


held Tuesday, Jan. 28, instead of 
Thursday, Jan. 30, as previously 
announced. The place, the Hotel 
Astor, remains the same. Tickets 
be obtained | 


are $5.00 and may 
from the association’s secretary, 
Ralph S. Allen, 48 Broadway, 


New York City, who is chairman 
of the entertainment and arrange- 
ments committee. 


POT AND KETTLE CLUB 
NEWS 

The Los Angeles Pot & Kettle 
Club ended its 1940 noon lunch- 
eons with a gala Harpware Act 
sponsored entertainment. Don 
Wilson, whose jovial laughter is 
heard each Sunday on the NBC 


| Jack Benny Jello Show and the 


Maxwell House Coffee Time, was 
the featured speaker. Don told 
in a friendly, intimate manner 
of what goes on behind the mike 
previous the preparation of 
the various shows. He came in 
for a great deal of good-natured 
bantering from the 60 members 


to 


| present, esepecially when the 
“left wing” started to sing 
| “Jello” as the dessert was 


being served. Don proved to be 


| equal to the occasion by giving. 


as well as taking, in the fire of 
repartee. In addition to Don 
Wilson, the club heard—-and saw 

Frances Scully, NBC’s Holly- 
wood fashion editor, whose pro- 
gram, “Speaking of Glamour,” is 
now being rebroadcast to South 
America in addition to being on 
the Red NBC network. The en- 
tire program was considered one 
of the most sparkling of the en- 
tire season. 


FOR A 75TH BUSINESS ANNIVERSARY 





Tenk Hardware Co., Quincy, 


lil., 


used this float in a recent city-wide celebration. 


The 


float aptly marks the company’s 75th business birthday. The young lady on the float is Miss 
Marcia Penick, grand-daughter of the firm’s president, Rudolph Tenk. 

The Tenk Hardware Co. was founded by two brothers, Henry and Herman Tenk in the 
identical location which it occupies today. Later on in the history of the company, two sons 
of Henry Tenk conducted the business, with Rudolph Tenk, president, and Frank J. Tenk, 
vice-president, until the latter’s death in 1935. 
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TARR. SAMY FRE 








Nominees for officers of The 


Nutmeggers for 1941 and H. I. 


Sullivan, Reach Athletic Goods Co., a past president of the club, 
who played the role of Santa Claus. Grouped around Mr. Sul- 
livan are the following nominees: Harry W. Murray, American 
Steel & Wire Co. for president; George Graham, The Collins 
Co., for first vice-president and standing—Earl J. Hopwood, Olds 
& Whipple, Inc., for secretary-treasurer: Ray L. Rose, Benjamin 
Moore & Co., for second vice-president. 


NUTMEGGERS HOLD PARTY, NOMINATE OFFICERS 


The annual Christmas party of 
The Nutmeggers, Inc., was held 
Dec. 11, at The City Club of 
Hartford, Hartford, Conn., with 
distribution of gifts by Santa 
Claus, in the person of Harold 
F. Sullivan, Reach Athletic 
Goods Co. Santa Claus really 
went to town in spreading joy 
with his wisecracks. The festivi- 
ties and business meeting were 
presided over by Harry W. Mur- 
ray, American Steel & Wire Co., 
first vice president. Mr. Murray 


was nominated for president, | 
George Graham, The Collins Co., | 


for first vice president and Ray 
L. Rose, Benjamin Moore & Co., 


DEALERS NEED CATALOGS 


The Millersburg Hdwe. Co., 
Millersburg, Pa., which received 
extensive damage in a recent fire 
and the Morris Hardware and 
Paint Supply Co., Arlington, 


N. J., request hardware catalogs | 
from wholesalers and manufac- 


turers. The latter concern is par- 
ticularly interested in catalogs 
of general, shelf, builders’ and 
industrial hardware. 


PLANT MANAGER FOR 
ACME STEEL CoO. 


John Ekern Ott, with Acme 
Steel Co., Chicago, Ill, for 18 
years, has been appointed man- 
ager of the Archer plant, where 
he will be in charge of produc- 
tion, warehousing, 
maintenance and engineering. W. 


DECEMBER 26, 1940 


shipping, | 


for second vice president. Earle 
J. Hopwood, Olds & Whipple. 
Inc., was renominated for secre- 
tary-treasurer. Norwood Webster, 
Chase Co., E. A. Lawrence. 
Hardware Mutual Casualty Co., 
Bernard B. Higgins, The Blodgett 
& Clapp Co. and Charles A. 
Peterson, Tracy, Robinson & 
Williams Co., were nominated as 
directors for three years. Donald 
W. Maclsaac, The Patterson 
Sargent Co., was nominated to 
fill the unexpired term of Wil- 
liam M. McCombs, as a director. 

Stanley R. Goodrick, Devoe & 
Raynolds Co.. Inc.. was elected 
a member. 


C. Childress, formerly in charge 
of production and engineering at 
the Archer plant, has resigned. 





JGHN E. OTT 













Oil Heater Dealers! 
NEW SALES to 


_.make 
heater Users! 






oil 





Heat Regulator Set 


Here is a profitable FOLLOW UP to 
your oil heater sales of the season. Show 
this THERMOSTATIC HEAT CON- 
TROL to your oil heater owners! It 
provides uniform, steady, healthful heat, 
day or night, by MERELY ADJUSTING 
A THERMOSTAT! Saves fuel... avoids 
wasteful and uncomfortable overheating. 
Gives you a good reason for a call-back 
that may give you additional leads on 
other appliances. Fits on all heaters 
equipped with A-P Model 240DR or 
240D2. 


Anyone... 


can install it in a few minutes. 
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The Excelsior Steel Furnace 
‘ Co., 118 S. Clinton St., Chicago, 
| Ill., has completed its 59th busi- 








A. W. GLESSNER 


ness year under the direction of 
its founder, A. W. Glessner, who 
has been a steel buyer for more 
than 60 years. Mr. Glessner, a 
of the Harpware AcE 
Fifty-Year Club, began his ca- 
reer in the steel industry in 1879 
at the age of 18 years. He started 


member 


RETAILERS’ DEFENSE 
PROGRAM EXPLAINED 


| tailers’ Advisory Committee, Na- 
tional Defense Advisory Com- 
| mission, were explained at a 
luncheon meeting, at the Van- 
derbilt Hotel, New York City, 
Dec. 13, to more than 50 business 
paper, newspaper and trade as- 
sociation representatives. Fred 
Lazarus, Jr. F. & R. Lazarus 


Co., Columbus, Ohio, department 


store, chairman, Retailers’ Ad- 
visory Committee told of the 
four point statement issued by 
Miss Harriet Elliott, Consumer 


Protection Division, National De- 
Commission. The 
retailers’ 
prices at 
to detect in- 
prevent adver- 
tising and speculative buying by 
retailers and the public; provide 
information to the public when 
qualities are changed or substi- 
tutions made and to publicize 
work done by retail and govern- 
ment buyers to prevent disrup- 
tion of production facilities. 

Mis: Elliott outlined a few 
highlights of the work the Na- 
tional Defense Advisory Commis- 
sion has been doing since its 
formation. She pointed out that 
the Consumer Division of the 


Ady isory 
the 

report 

level 


fense 
of 


to 


committee 
the 

unfair 

“scare” 


job 
is pre- 
retail 


creases ; 


H 





Excelsior Steel Furnace Company 
Completes 59th Business Year 


buying steel and tin plate at that 
time. For two years he was steel 
buyer for N. Hawkins & Co., 
Chicago, mill and elevator sup- 
plies’ manufacturer. Four days 
after his resignation from the 
Hawkins organization he entered 
business for himself, forming the 
company, which 
manufactures furnaces, 
pipe, fittings, forced air 
and fittings for air conditioning 
installations. 
Mr. Glessner’s 


Excelsior now 
furnace 


ducts, 


six decades in 


the steel industry have not been 


| confined to the United States, but 


extended to one country in Eu- 
rope. During that period he has 
witnessed the introduction of 
many kinds of both and 
steel sheets and he is accredited 
with revolutionizing the manu- 
facture of sheet steel. In 1906 he 
introduced a formula for anneal- 


iron 


| ing and blueing sheet steel which 


Plans and activities of the Re- | 





was a great improvement over the 
process used in America. 

In addition to his activities as 
president of the Excelsior com- 
pany, Mr. Glessner has had over 
60 years’ active connection with 
publishing. For than 40 
years he has been editor of The 


more 


Galena Gazette. 


National Defense Advisory Com- 
mission, has been “operating to 
insure adequate supplies of con- 
sumer goods at reasonable price 
levels and at the same time as- 
sisting the armed services in pro- 





necessities for 
During 


similar 
military requirements.” 
the six months of the commis- 


curing 


sion’s operation, more than 
$10,000,000,000 in contracts, 
have been cleared. 


HARDWARE BOOSTERS 
HEAR DR. S. N. BARUCH 
Forty-eight 

attended 


and 
29 


members 
the Nov. 


guests 


| meeting of the Hardware Boost- 


ers, held at the Circle Club, 1819 
Broadway, New York City. Dr. 
S. N. Baruch, scientist, inventor 
and engineer, told of the work- 
ings of the depth bomb, invented 
by himself, and told how radio 
at 
the same speed as light. He told 
of witnessing spiritualism demon- 


waves travel, 


onstrations in various parts of 
the world. He expressed the 
opinion that many feats of so- 
called magic do not occur at 
all, but only appear to be hap- 
pening, as the result of mass 


hypnotism. Plans were discussed 
for the creation of a_ welfare 
fund, the matter being referred 
to the executive committee. 
Harry Fox, Star Expansion Bolt 
Co., president of the Boosters, 
presided. John UH. Carstens, 
Cleveland Twist Drill 
elected a member. 

A. M. Glueck, vice president of 


Co., was 


|} the Boosters, reporting as chair- 


the 
announced 


man of entertainment com- 
mittee, that tickets 
are selling rapidly for the an- 
nual Chri-tmas- party to be held 
Thursday evening, Dec. 19, at 
Busto’s Restaurant, 11 Stone St., 
New York City. 


approximately | 





SOUTHEASTERN TRAVELIERS 
CLUB HOLDS MEETING 


The Southeastern Traveliers 
Club, organization of manufac- 
turers’ representatives and agents 
in the hardware and industrial 
hardware supply field, recently 
| held a banquet to which a num- 
| ber of representatives of hard- 


ware jobbers and mill supply 
distributors were invited as 
guests. 

This meeting, held at the 


Henry Grady Hotel in Atlanta, 
featured an elaborate floor show. 
Among the guests present were 
Roy Almand and Lonnie Wil- 
liams, Beck and Gregg Hardware 
Co.; Jack Sharp and T. F. Cal- 
Sharp-Horsey Hardware 
‘o.; Chas. Donnely and Sam 
Dennard, J. M. Tull Metal and 
Supply Co.; T. W. McAllister, 
secretary, Southern Hardware 
| Jobbers Association; C. E. Boy- 
| kin, Boykin Tool and Supply 
| Co.; C. F. Coffee, Fulton Supply 
|Co.; Cy Abercrombie, King 
| Hardware Co.; Frank Almand. 
|Almand Implement Co.; J. D. 
| Bower, The Bower Co., Bain- 
| bridge, Ga., and J. N. Causey, 
| The Warren Co. 


| 
laway, 








The club also announces the 
recent addition of three new 
members: Walter Sutherland. 


Faultless Caster Corp.; W. H. 
Burkitt, The Lunkenheimer Co., 
| and Jess Brewer, Columbus-Mc- 
|Kinnon Chain Corp. and Chis- 
| holm-Moore Hoist Corp. 

Manufacturers’ salesmen call- 
ing on hardware jobbers and mill 
supply distributors in the South- 
east are eligible for membership 
in this club. 

















The recent sales convention of the Elliott Paint and Varnish Co., 4525 Fifth Ave., Chicago, 
Ill., marked the opening of a new and enlarged sales promotion program formulated by the 
company for the coming year. In accord with its policy of keeping Elliott salesmen informed 
with technical information so they can be of help to dealers and painters, several sessions 
were held in the plant’s laboratory. The photograph, taken during one of those meetings. 
shows a corner of the laboratory with H. A. Rowland, president, supervising a practical paint 
demonstration. 
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OBITUARIES 





J. BYRON MORRISON 


J. Byron Morrison, 45, man- 
ager of the dealers’ service bu- 
reau of Hibbard, Spencer, Bart- 
lett & Co., Chicago, Ill, and 
guiding force of the company’s 
Eight Point Service Plan for in- 
dependent hardware dealers, 
passed away suddenly, Dec. 9. 
Death was attributed to pneumo- 
nia and complications. 

Mr. Morrison received his 
early training in the mercantile 
field with Butler Brothers in 
Minneapolis. Before he became 
associated with Hibbard, Spencer, 





Bartlett & Co., in 1934, at which | 
time he assumed charge of the | 
company’s dealers’ service bu- | 
reau, Mr. Morrison was with the | 
wholesale division of Marshall | 


Field & Co, One year after he | 








J. B. MORRISON | 
| 


joined the Hibbard organization, 
he announced the establishment 
of the Eight Point Service Plan. 

Surviving Mr. Morrison are his 
widow, Emily West Morrison, and 
two daughters, Beverly and Bar- 
bara. 


IRA O. STEWARD 


Ira O. Steward, 46, associated 
with Hibbard, Spencer, Bartlett 
& Co., Chicago, Ill, since 1914, 
passed away Dec. 9, following a 
lengthy illness. Mr. Steward 
started with the company 26 
years ago as an order clerk and 
upon his return to the company 
following service in the balloon 
division of the United States 
Army during the World War, he 
covered several territories. In 
1933 he was appointed sales 
manager of a division embracing 
Wisconsin, Iowa, Minnesota, Ne- 
braska and the Dakotas. He held | 
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that position at the time of his 


death. 





IRA 0. STEWARD 


Mr. Steward leaves his widow, 
Marguerite Darrow Steward, and 


| a daughter, Shirley. 





F. M. SHOFFNER 


F. M. Shoffner, veteran hard- 
ware merchant of Bolivar, Mo., 
passed away Dec. 2. Mr. Shoff- 
ner, who was 80, had been in 
failing health for several years. 

A member of the HarpwarE 
Ace Fifty-Year Club, Mr. Shoff- 
ner spent more than 53 years of 
his life in the hardware business. 
In 1887 he entered the employ of 
Smith & McGuire, hardware 
merchants, in Bolivia, who later 
sold the business to Harry L. 
Cary. In 1898 Mr. Shoffner en- 
tered business for himself. 

In addition to being one of 
the outstanding merchants of his 
community he took an active part 
in its civic life, having been 
mayor and active in the local 
Chamber of Commerce. He was 
also an active member of the 
Western Retail Implement & 
Hardware Association and _ the 
Missouri Retail Hardware Associ- 


| ation. 


He leaves his widow and a 
son, W. Earl Shoffner, both of 
whom are associated in the busi- 
ness, 





F. M. SHOPFNER 



















































For what basic reasons has the name “Union 
Hardware” become accepted as a guide to profitable 
selling by a majority of you who merchandise roller 
skates? 


(1) Because of the exceptionally high quality built 
into each and every Union Hardware Roller Skate 
—the kind of quality that establishes and main- 
tains buyer confidence. 


(2) Because, during nearly 80 years, we at Union 
Hardware have acquired a sound knowledge of 
how to make roller skates that have the features 
customers look for first—at prices they can and 
will pay. . 


(3) Because Union Hardware Roller Skates are 
offered in a range of sizes and styles that permits 
you to fill the needs of virtually every prospect. 
There are models for both sidewalk and rink use— 
for grown-ups as well as children. 


Your jobber can supply you promptly with the full line 
of these fast-rolling, fast-selling skates. Get in touch 
with him for full particulars. 


HARDWARE COMPANY 


ESTABLISHED 1854 


TORRINGTON, CONN. 


MEW YORK OFFICE - 151 CHAMBERS STREET 





REG. U.S. PAT. OFF. 









































Best for Any Season 
® 


First to be Wrapped and 
SEALED in Cellophane. 


Perfect Adhesiveness and Tensile Strength. 


® 


Strong Distinctive Green Core. 


Colorful Attractive Boxes. 


© 


A Company in the Insulation Business Since 1878. 
Sold Exclusively Through Distributing Wholesalers 





HAZARD INSULATED WIRE WORKS 


Division of the Okonite Co. 
Works: Wilkes-Barre, Pennsylvania 


New York Chicago Philadelphia Atlanta Pittsburgh 
Daltos Washington Buffalo Boston Detroit Los Angeles 
Cleveland St. Lovis Seattle Sen Francisco 

















S. R. SLAYWAKFR 


Chairman of the board of 


the Slaymaker Lock Co., 
Lancaster, Pa., whose death 
was announced in the De- 


cember 12th issue of Harp- 
ware Acre. Mr. Slaymaker 
organized that company in 
1888 and in 1895 moved the 
business to Connellsville, Pa., 
becoming president of the 
Slaymaker-Barry Co. A few 
vears later new facilities 
were obtained in the orig- 
inal city of Lancaster, where 
the business has been con- 
ducted ever since, specializ- 
ing in the manufacture of 
a complete line of padlocks, 
and other locking devices. 
Vr. Slaymaker was _ instru- 
mental in purchasing the 
complete line of brass and 
bronze hardware formerly 
made by Greene Tweed 
Corp., Newark, N. J., which 
line was added to the other 
lines in 1930. 

While always interested in 
the lock business, Mr. Slay- 
maker played an importan: 
part in the industrial life of 
Lancaster, having served as 
chairman of the board of 
the United States Asbestos 
Co., the Grand View Heights 
Corp., Grand View Housing 
Corp., and as owner of the 
Lancaster New Era and the 
Lancaster Press, Inc. 

He leaves his widow, two 
sons and two daughters. A 
son, Samuel C. Slavmaker, 
is president and general man- 
ager of the company. 





E. G. LAWSON 

E. G. 
C. L. Lawson Hdwe. Co., Hast- 
ings, Neb., passed away suddenly. 
Mr. Lawson was a son of C. K. 
Lawson, one of the 
the pioneer Headquarters Store, 
the first in Hastings, established 
in 1872. The present Lawson 


store, successor to the original, 
has been operated by the broth- 
























ers, E. G. and Arthur Lawson. 
since the death of their father. 


JOSEPH K. CARR 


Joseph K. Carr, president and 
treasurer of The B. C. Tilling- 
hast Rubber Co., 236 Market 
St., Philadelphia. Pa., passed 
away Dec. 12. 

Mr. Carr was a member of the 
Harpware Ace Fifty-Year Club 
and had been associated with the 
Tillinghast organization about 60 
years. He joined the company in 
1880 and for three years ran er- 
rands and served as office boy. 


| The next seven years were spent 
las a bookkeeper, during which 


period he familiarized himself 
with the general business routine 


| in preparation for his later duties 


as a salesman. 

Forty-seven years ago he made 
his first call as a salesman, and 
although Mr. Carr had 


been 





J. K. CARR 


president and treasurer of the 
Tillinghast company for the past 
to cover 


did in 


22 vears, he continued 
the same territory that |. 


1890. 


NEW MANUAL ISSUED ON 
PRICE MANAGEMENT 
The Eddy-Rucker-Nickels Co., 
Cambridge, Mass., announces 
publication of a new handbook, 
“Scientific Price Management I,” 


by Allen W. Rucker. This book 


is written for executive, sales 
|managers, retail store buyers, 
merchandise managers, and_ all 


Lawson, member of the | 
from 


founders of | 


others who have pricing decisions 
to make. It presents 15 different 
types of 
actual 


taken 
rang- 
ing from price-cuts to problems 


price problems 


case studies, 
involving advertising allowances, 
freight allowances, sales bonuses. 


| Six calculator charts provide a 


| means of determining volume in- 


creases under various conditions 
without any computations. The 
book sells for $5 a copy. 
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Pacific Northwest Dealers 


Told to Plan Merchandising 






AY 


$i 


W. M. Raugust, Odessa, Wash., newl 
discusses association problems wit 


ARDWARE and 
implement dealers gathered in Spo- 
kane. Wash., Dec. 2 and 3, for the 
37th annual convention of the Pa- 
cific Northwest Hardware and Im- 
plement Association in the Round- 
Up Room of the Desert Hotel. 
Preliminary business occupied the 
convention session during the first 
morning. Mayor Frank G. Suther- 
lin of Spokane welcomed the vis- 
itors, and the response was given 
by Paul Helmer, president of the 
association. The remainder of the 
morning was given to the president’s 
report and those of Wendell M. 
Hoesly. treasurer, and James B. 
Channing. secretary. 

The speaking program was opened 
by Earl Hughes, sales manager of 
Marshall-Wells Company, Spokane. 
Reviewing problems of the industry 
in general, Mr. Hughes said, “In 
planning for the future, the hard- 
ware dealer must resolve not to per- 
mit his most valuable lines to drift 
away. He must not allow the 
bread and butter lines of today to 
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y elected president seated at right 
h James B. Channing, secretary. 


go to other kinds of stores.” Mr. 
Hughes stressed that hardware men 
are not quick enough about taking 
on new items, often considering 
them too technical. 

The Washington State Unfair 
Practices Act was explained by 
Harvey Erickson, United States Dep- 
uty District Attorney. He was fol- 
lowed on the program by Thomas 
A. Beinz, a member of the state 
legislature, who outlined contem- 
plated amendments to this act. 
These amendments have to do with 
the setting up of a state commission 
or council, and a local special mer- 
chants’ council for each community. 

“Better Profits Through Sales” 
was the subject of a thought-pro- 
voking discussion by A. B. Hentzi, 
manager of the National Cash Reg- 
ister Co. in Spokane. “There is 
money to be made in the hardware 
business; there are independent 
merchants who are proving it, prov- 
ing that the chances today are bet- 
ter than they ever were, but you 
have to know more about your busi- 





ness today than you formerly did 
to do it,’ Mr. Hentzi said. 

The convention for the first day 
ended on an entertaining note in a 
skit presented by the Washington 
Water Power Company, Spokane, 
which, however, brought the hard- 
ware retailer the message that there 
are enough empty light sockets in 
that trade area to make $54,000 
worth of business. 

Ven Wedge, Portland, Ore., past 
president of the Minnesota Retail 
Hardware Association, stressed the 
value of association affiliations. 

W. H. Stout, Tru-Test Marketing 
Corp... Chicago, stressed the fact 
that the independent merchant is 
economically sound. He emphasized 
the importance of turnover rather 
than a high mark-up. “Know the 
business” was his message, he said 

knowing the kind of merchandise 
the customers in any store’s particu- 
lar field really wanted and wanted 
the most of. 

For the implement session, Presi- 
dent Helmer invited tie vice-presi- 
dent of the association, W. M. 
Raugust of Odessa, Wash., to take 
the chair. Mr. Raugust introduced 
E. H. Bertschi, the Northwest Su- 
pervisor of Collections for the In- 
ternational Harvester Company, Chi- 
cago. 

At the closing session, a second 
message concerning the potential 
market for hardware dealers in elec- 
tric appliances was brought by J. E. 
E. Royer, general manager of the 
Washington Water Power Co. Mr. 
Royer stressed that the acceptance 
of electric appliances in the Inland 
Empire (the Spokane trade terri- 
tory) was one of the highest for 
any similar area in the nation and 
that cortinued emphasis on elec- 
tricity is increasing their sale. 

In the closing address of the 
meeting, Hobart Thomas, N.R.H.A.. 
said that retail hardware dealers 
have had entirely teo much pessim- 
ism about their business and not 
nearly enough optimism. As to the 
future, he said it looked to him as 
if the hardware business would have 
a good year in 1941, barring crop 
failure. 

The election of officers was the 
final order of business: W. M. 
Raugust, Odessa, president; Alvin 
Vinther, Spokane, vice-president; 
Wendell H. Hoesly, Spokane, and 
James B. Channing, Spokane, are 
treasurer and secretary. 

Three new members on the board 
of directors are: Alvin Vinther, 
Spokane; O. L. Lundale, Deer Park, 
and H. C. Campbell, Coeur d’Alene. 
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Heating Pads 


“San Carlos”—No. 1692 has four 
thermostats to maintain three distinct 
heats automatically: low, 125 to 135 





deg.; medium, 150 to 160 deg., and 
high, 180 to 190 deg. Features conve- 
nient thumb switch, non-radio interfer- 
ence, nichrone elements on pliable as- 
bestos. Removable, washable apricot 
and peach chenille cover. Size 12 by 
15 in., extra waterproofed envelope. 
Underwriter approved. Manning Bow- 
man & Co., Meriden, Conn, 


Arch Bead 


Maker states it creates a rigid, plumb- 
line vertical or horizontal corner and 
yet can be easily bent around corners 
or formed by hand into curves of any 
shape. Can be used straight or formed 
right on the job without need for special 





tools or equipment. Sample length avail- 
able from the Milcor Steel Co., Milwau- 


kee, Wis. 


Door Chime Package 


This “Mt. Vernon” model, % in. 
rh Mt. Ver del, 11% 


high, three-tube effect brass colonial 
shield comes attractively boxed in a spe- 
cial red, white and blue gift box carry- 
ing out the early American atmosphere. 
This model is easily attached to present 
wiring. It sounds two musical tones for 
the front door, one for the rear. Sug- 





gested retail selling price, $4.95. Other 
models are packaged in blue gift boxes. 
VuTone Chimes, Inc., Cincinnati, Ohio. 


Winchester Pocket Catalog 


This new 56-page edition, presenting 
Winchester guns and ammunition, for 
distribution by dealer to customers, 
shows and describes in detail 16 hunt- 
ing and target rifles in 22 styles, and 
16 variations of seven of the most pop- 
ular styles of shotguns for hunting and 
skeet and trap shooting. Copies, free, 
from jobbers or from the Winchester 
Repeating Arms Co., Division Western 
Cartridge Co., New Haven, Conn. 








New and Improved Merchandise—Display Helps—Sales Literature— 


“Glo-Plates” 


Give off soft, fluorescent glow through- 
out the night. Made of new plastic. that 
is said to absorb and store up light. 





“Glo-plate” material maker claims is 
not phosphorus treated nor radio active, 
nor does it depend upon light reflection. 
Five minutes of exposure are said to 
recharge them completely. National 
Plastics, Inc., 2732 Grand Ave., Cleve- 
land, Ohio. 


Hedge Shear 


No. 126-N multi-power hedge shear 
features a new serrated or hooked teeth 
blade to hold slippery, wet, or frozen 
twigs securely and permit a clean slic- 








ing. Has compound lever action to step 
up power from handles to blade and to 
provide a smooth, gliding, slicing ac- 
tion. Seymour Smith & Son, Inc., Oak- 
ville, Conn. 
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for Retail Hardware Stores 


Chromium Hardware Display 





Board shows a wide selection of chro- 
mium and “Multichrome” cabinet hard- 
ware and measures 18 by 24 by *% in. 
It is finished a smooth ivory, and an 
easel is provided for counter use. Two 
rubber tacks at base prevent marring 
counter top. Board mounts 38 pieces. 
Card is attached to back of board for 
listing cost and selling prices. Items 
are identified by class numbers printed 
on board. The Stanley Works, New 
Britain, Conn. 


Plastic Float Tank 


Illustration shows this new float cham- 
ber as used on the “Viking” series 


1100-A humidifier. The float tank is 
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Window Trims—New Packages—New Colors—Catalogs 


made of durable plastic material and is 
said to be impervious to water, heat and 
corrosion and not to chip. Tank is black 
plastic with red cover. Viking Air Con- 
diting Corp., 9500 Richmond Ave., S.E., 
Cleveland, Ohio. 


Competitive Motor Oil 
The Galena Oil Corp., 405 Butler St., 


Cincinnati, Ohio, has announced Penn 
Gram 100 per cent Pennsylvania motor 
oil in two-gal. cans to be distributed 
through hardware and hardware imple- 
ment dealers. This package is designed 
to appeal to car, truck and tractor own- 
ers who self-service their vehicles and 
now buy largely from automotive chains. 





It is being marketed, the company 
states, to enable dealers to make a 25 
per cent profit and yet undersell most 
of the automotive chains with an oil 
equal to the best they merchandise. 
The can has a red, white and blue litho- 
graphed label, with a predominant blue 
field which will make effective mass dis- 
plays. Right and left side panels con- 
tain a selling message for salespeople. 
Can is packed three to the case, ship- 
ping weight 50 lb. The 10 and 20W 
grades are suggested for this season of 
the year. 









Popular-Priced Electric 
Fruit Juicer 





Finished in white enamel, this juicer 
is said to extract health-building juices 
easily from carrots, celery, beets, let- 
tuce, spinach and other vegetables. It 
separates the pulp from the juice auto- 
matically. Being an electric model, it 
eliminates hand labor and it is easy 
to operate and clean. Suggested retail 
selling price, $24.95. The Enterprise 
Mfg. Co. of Pennsylvania, Third and 
Dauphin Sfs., Philadelphia, Pa. 


Belt Lacing 


Armstrong-Bray & Co., 304-310 N. 
Leomis St., Chicago, Il., announces a 
new size of its No. 45 “Steelgrip” lacing. 
This new box, No. 45-T, contains four 
sets for 8-in. belts. Heretofore the size 
No. 45 was packed in standard 12-in. 
boxes only. The new box was intro- 
duced to eliminate waste when lacing a 
%<.in. belt, 8 in. wide. 
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VOU WILL SELL 
MORE casters 


with this 


Bassick 


THE BASSICK COMPANY 
Bridgeport Connecticut 





Roller Bearing Iron Stand 


This “No-Lift” roller bearing iron 


stand makes it possible to back the iron 
up the “ramp” and over the easily 





turning roller bearings of the stand. 
Only two bearings at the rear of the 
-tand touch the hot sole plate of the 
ivon while it is resting. This is said 
to keep the stand cooler while it is 
being used. Stand also presents a con- 
cave surface to the hot sole plate of the 
iron so that the heat is reflected away 
from the stand and toward the iron, 
which maker states effects a 10 per cent 
<aving in current consumption while the 
iron is idling on the stand. Two non- 
skid feet at the rear and a rounded 
nose holds stand firmly while in use. 
Screw hole is provided for permanent 
fastening. Suggested retail selling price 
95 cents. The Silex Co., Hartford. 
Conn. 


Macklanburg-Dunean Catalog 


Offers its 1940-41 catalog containing 
information on many new products and 
improvements of other items in its lines. 
Also shown are new types of display 
cases, a new line of reflecting numbers 
and letters, in two sizes; new foundry 


New Wood Finish 


“Pen-chrome”—said to blend the good 
qualities of both stain and enamel. The 
line includes 12 dye-coats, a clean fin- 
ish for use over them and a special 
clear oak floor finish. The dye-coats 
include colors like bleached mahogany, 
honey, sandalwood, cactus green, cinna- 
mon and platinum, which when applied, 
are said to produce the pale, pastel 
colors of enamel without obliterating the 


O'BRIEN 


products, and 31 additional shapes of 
the “Nu-Art” moulding and _ trim. 
Vacklanburg-Duncan Co., Box 1197, 
Oklahoma City, Okla. 


Military Wrist Watch 

Designed for men going into military 
service and priced for officers and men 
alike. Small, comfortable on wrist with 
case, dial and fabric strap in olive drab 
to match the uniform, the “Warrior” 
has full, luminous dial figures and 
hands, plus a sweep second hand. Sug- 


ry 





gested retail selling price, $4.95. The 
Ingersoll-Waterbury Co., 9 Rockefeller 
Plaza, New York City. 


natural beauty of the wood itself. The 
clear finish combines the waterproofing 
and sealing qualities of the latest syn- 
thetic resins with the soft texture and 
marproofness of wax. The natural oak 
floor finish fills, seals, and waterproofs 
an oak floor in one operation without 
discoloring the wood, maker states. No 
special wiping or application technique 
is required. O’Brien Varnish Co., South 
Bend, Ind. 
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+ of lroner Table And Chair bile spotlight head mounted on a steel Solder Pots For Sportsmen 

— battery compartment and has a toggle- : ’ 

197, To aid in promoting the “Priscilla- type switch on top of the light. Handle This three-heat, 10-Ib. capacity solder 
ette” portable ironer, a .new all-steel and lantern head are chrome-plated, and pot is particularly designed for sports- 
table and chair, available singly or to- battery compartment is given a black men who make their own bullets. An 

coating. Battery compartment opens by 
sliding the bottom lid off. Lamp used 

lary is a GE Mazda 25-volt, prefocused type 

nen automobile spotlight, and has a drain 

vith of two amps. Lantern is designed to 

rab use Burgess No. M30 Multi-Ply “B” bat- 

ior” tery originally designed for portable 

and radio use and is rated at 45 volts, re- 

sug: tailing at $1.50. Lantern retails for 

$11.00. It is 9's in. high, 8% in. wide 

6's in. deep and, alone, weighs 3 lb. 

Battery lasts about half an hour. Re- 
vether at low cost, is available. Table outer casting of heavy sheet steel and a 
is finished in white. Table top provides durable cast-iron vessel give these pots 
3042 by 15% in. of work surface. Iron- long life, maker states. Heating ele- 
ing chair is tubular steel with seat and ment consists of nickel chromium wire 
back, of steel, finished in red baked threaded into ceramic insulators and 
enamel. The “Priscillaette” table and supports. Heating efficiency is further 
chair may be offered with a Hotpoint assured by insulated sides and bottom. 
washer as a complete, low-cost, home These units are said to melt a full 
laundry. Edison General Electric Ap- charge of lead in one hour. A three 
pliance Co., Inc., 5600 W. Taylor St., heat snap switch provides a tempera- 
Chicago, Il. ture range up to 950 deg. F. Overall 
dimensions, 7144 in. wide, 7 in. high, 
“Vi " s i Hector of parabolic type, silvered, is and approximate weight, 1 Ib. West- 
sgoro) = —(Upreaders 5% in. in maximum diameter. Burgess inghouse Electric & Mfg. Co., East Pitts- 

Line consists of spreaders from one Battery Co., Freeport, Ml. burgh, Pa. 

"he that will hold 15 lb. of plant food up to 

ler one with a capacity of better than 100 ’ 
lb. All models have been improved. 

Illustrated is the “Junior” model, a type 
especially adapted for home use. It is 
equipped with rubber tires and special | 
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T’S the mouse in your customer's 
kitchen which sells the mouse 

trap. And at this time of the year, 
when cold weather has driven thou- 
sands of the pesky rodents indoors, 
you'll do a “hot cake” business in 
Victor Mouse and Rat Traps. 

Put a Victor Tub or Counter Pack 
out in front where people will see 
them and be reminded to buy. Mark 
Victors on the list to order when your 





wheels and has improved construction 
throughout practically the entire ma- 
chine. Swift & Co., Vigoro Division, 
Union Stock Lards, Chicago, Ill. 


50-Mile Battery Light 


This portable battery light. maker 
states, can be seen for 50 miles and held 
at arm’s length, the hand lantern is 
said to cast a spot of light 44% times as 


bright as the sun. The baby beacon is 
about the size of an automobile spot- VICTOR MOUSE AND RAT TRAPS 
light and has 180,000 candlepower. It 
weighs 414 lb. Light uses an automo- 


jobber salesman calls next time. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PA. 
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Universal Cleaner 
& Clark, New mye ee Conn., 
al! metal d 

dis playing 
ind attachments 


ers an 
tive in 


iloor. Attention 
he full-colored 


eaner in use 


Food Mixer Card — 
An attractive display 
printed in full color 
from actual color 
photograph is offered 
to dealers by the 
Hamilton Beach Co., 
Racine, Wis. The card 
1s 144 in. by 231/2 in. 
in size. Furnished 
free to dealers on 
their request. 


isplay s 


Dealer 





HAMILTOR N BEACH 


Stand—Landers, Frary 
is offering deal- 
tand equally effec- 
e C lean Air cleaner 


either in window or on store 


to the display is secured by 
action photograph of the 
cost $3.50 


)/ Ve) now 
casy to make 


ards; 








FLORENCE 


oi. HEATERS 


To Help You 


M. anufacturers Offer 





Biscuit Baker Counter Display — Counter 
card in five colors serves as a background 
for electric biscuit baker. Offered to dealers 
by the Knapp- Monarch Co., 3501 Bent St., St. 
Louis, Mo. It is 15 in. high and 163/4 in wide 





Electrical Supply Displayer 
—This display rack with 21 
trays for electrical supplies is 
offered by the Northwest Metal 


Products Co., Green Bay, Wis. 
Is finished in blue and yellow, 
constructed of sheet steel, and 
is 72 in. long, 3042 in. wide, 
1414 in. high to the top. It 
weighs 40 lbs 


Florence Display Helps—Attractive 
wall hanger on oil heaters and two 
large cut-outs, in striking colors, for 
use in windows are outstanding dis- 
play pieces available to dealers of 
the Florence Stove Co., Gardner, 
Mass., for promoting the oil heater 
line during the current season. These 
items as well as many others are 
supplied to dealers without charge 
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PRO-TEX Stove awd Jabhe PADS 


Sell More Goods : a 


These Disflay Helps 
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Pro-Tex Display Rack--—The rack 
displays various sizes, patterns and 
colors of stove and table pads to 
good advantage and suggests the 
purchase of matched sets. Made of 
metal, and chrome plated, card at 
top shows some of the uses for the 





Elco Counter Card—Makes uses of a testi- product. Offered to dealers by the 
monial letter about the product and also Ballonoff Metal Products Co., 5800 
shows several packages of merchandise. It Kinsman Road, Cleveland, Ohio 


is offered to dealers by the Elco Mfg. Co., 
521 South Aiken Ave., Pittsburgh, Pa 


Flatware Merchandiser —- A 
flatware display stand soundly 
constructed of heavy, tarnish- 
proof wire is offered by Wal- 
lace Bros., Wallingford, Conn 
The stand is 29 in. high, and 
the diameter of the circle is 
20 in. Stand is supplied with 
one deal of flatware and cut- 
lery 
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U. S. Steel Dealer Sign—An 
attractive blue, white and 
maroon sign is offered free to _—— left 
dealers handling products of an in 
United States Steel Corp., 208 ything 
South LaSalle St., Chicago, IIl., UN LOCKED? 
and subsidiaries. Sign is !5 
in. in diameter, finished with 
lifetime porcelain enamel and 
may be secured from jobbers 
handling U.S.S. products 








Corbin Padlock Window Card — 
This attractive padlock display card 
is offered by Corbin Cabinet Lock 
Co., New Britain, Conn., free to deal- 
ers. The card is 20% in. wide and 
1934 in. high. 
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Pig iron. Hardware cloth. Stove bolts. 
Wire coat and hat hooks. 


Pipe wrenches. Butts and hinges. 


ADVANCES 


Steel pipe. 








Breaking Christmas records 

As this issue goes to press, Christ- 
mas buying. in towns, industrial 
areas, and the larger cities, is ex 
pected to be the largest of any year 
since 1930, and in physical volume 
may exceed the 1929 mark. when 
average prices were higher. That 
the hardware sharing 
fully in the shopping gains is ap- 
parent from the lively late ordering. 
and the frequent replenishment of 
holiday stocks. Seasonable weather 
has extended the buying 
throughout all winter sports mer 
chandise—including skis, toboggans 
and outing clothes for adults as well 
as the usual “run” on sleds and 


stores are 


heavy 


skates for the youngsters. Radios. 
furniture in “occasional” pieces 
china and glassware, table silver 


sets and the better grade electrical 
appliances are being generally 
stocked and displayed, and have led 
all other gift goods in popularity. 
More quickly than in any recent 
years, toy stocks have become de- 
pleted, with supplies of many items 
of best appeal sold out by the whole- 
salers early this month. 
* * * 

More spending power—The 
impetus behind this season’s fine 
shopping record is, of course, the 
strong recovery in the people’s in- 
come and spending power. Payrolls 
in the manufacturing industry of 
the nation are up an estimated 14 
per cent over 1939, and farm cash 
income is expected this year to reach 
9% billion dollars. Added recently 
is a larger than usual stream of 
special and regular industrial divi- 
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dends payable during the holiday 
season. 

Holiday trade in the nation’s de- 
partment stores in the week ended 
December 7 ran 5 per cent ahead of 
the 1939 period, according to Fed- 
eral Reserve reports, and for the 
four weeks ended December 7, sales 
gained 7 per cent over a year ago. 

* * * 

Trusting the seller—*Bread- 
and-butter” hardware staples are 
selling not only in seasonable vol- 
ume, but jobbers and retail dealers 
seem quite willing—even anxious 
to reach well into 1941 with their 
placements. Few of the important 
spring lines have escaped this fore- 
handed ordering, and even where 
prices for future delivery are indefi 
nite or not yet established, many 
buyers are placing their specifica- 
tions subject to prices to be ruling 
at time of shipment. 

Runaway price trends are not ex- 
pected, with every effort of the gov- 
ernment, and of important business 
leaders, directed against rapid or 
sharp increases. The certainty, how- 
ever, that declines have about dis- 
appeared, and that problems of sup- 
ply will be, in many cases, acute. 
has made buyers unusually willing 
to trust their regular sources for 
fair price treatment without too 
much negotiation. 

* * * 

Other indexes rising — De- 
fense construction still swelled the 
total of engineering construction 
awards, which during the first De- 
cember week exceeded respective 
1939 awards by 91 per cent. Public 





awards were 114 per cent higher 
than the same week last year. 
Private contracts declined, however. 
falling 4% per cent under 1939. 

Loadings of revenue freight for 
the December 7 week reached 738.- 
513 cars, 8 per cent ahead of the 
similar 1939 total. All classifica- 
tions except grain scored increases 
over a year ago, and the greatest 
betterment was in miscellaneous 
freight. 

Production of electricity for light 
and power in the United States, dur- 
ing the week ended December 7 in- 
creased again to 2,838,270,000 kilo- 
watt hours—up 9.8 per cent over 
the total for the first week of De- 
cember last year. 

* * * 

News of steel—While jobbers 
still report fairly good service from 
the steel mills on merchant prod- 
ucts, all producers are running be- 
hind on most forms of semi-finished 
steel. Jron Age recently reported 
that “with only a few exceptions. 
steel products are now quoted for 
January delivery at the earliest. In 
some instances—plates, for example 
—February shipment is commonly 
the best that can be offered.” 

On December 4, Carnegie-Illinois 
Steel Corporation reaffirmed its pres- 
ent base prices on all major steel 
products for the first quarter of 
1941. This is expected to stabilize 
steel conditions for the next quarter. 
The cost of scrap, and of various 
items in the production of steel has 
risen, and there have been rumors 
of possible demands for wage in- 
creases. The Carnegie reaffirmation 
includes prices of hot-rolled carbon 
steel bars, structural shapes, plates, 








ADVANCES 
EXPECTED 


Screen doors and screens. Locks. 
Lawn mowers. Food choppers. 
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steel sheet piling, hot and _ cold- 
rolled sheets, hot-rolled strip and 
standard rails, as well as all hot- 
rolled alloy steel items. The prices 
are for all shipments up to and in- 
cluding March 31. 1941, for delivery 
and consumption in the United 
States. Most steel prices have re- 
mained unchanged all this year ex- 
cept for numerous revisions in ex- 
tras. 
% *% x” 
Vails, etc.—and tin plate 

For the present, American Steel and 
Wire Company and other'mills are 
making no changes in the leading 
wire products — including _ nails. 
barbed and smooth wire, fencing 
and staples. Orders are accepted 
for shipment only within 60-day 
limits, and as the mills are very 
busy, they stipulate that tonnage 
which cannot be completed within 
the 60-day period is only acceptable 
subject to 
shipped. 

Other recent price announcements 
included reaffirmation of present 
prices on tin plate and other tin 
mill coated products, for shipment 
through March 31 next. Tin plate 
demand lags far behind interest in 
other products, and tin mill opera- 
tions recently have held at only 
about 45 to 50 per cent of capacity. 


prices ruling when 


Building Permits at 
Record Height in Nov. 


The value of building permits 
issued during November declined 
somewhat more than seasonally 
from the October level, although 
holding a slight edge over the 
corresponding 1939 month and 
marking the highest November fig- 
ure in the past 10 years. Permits 
last month for the 215 cities re- 
porting to Dun & Bradstreet, Inc., 
New York City, amounted to 
$102,539,657, a drop of 25.2 per 
cent from October with $137,159,- 
305, but a rise of 1.4 per cent over 
the $101,087,240 for November, 
1939. 

The building permit totals for 
the 215 cities for November and 
the first 11 months of the past 14 
years, with the percentage change 
for the cumulative period over the 
preceding year, were reported by 
Dun & Bradstreet, Inc., as follows: 


- 
t 
Change 
Previous 


November 11 Months Year 


1940 .$102,539,657 $1,249,114,694 + 7.3 
i239 -. 101,087,240 1,164,158,313 + 10.0 
1938 89,659,369 1,057,961,233 + 4.5 
1937 69,588,965 1,.012,171,992 + 12.8 
1936 . 75,506,623 896,939,552 + 68.1 
1935 56,276,588 533,694,669 + 63.1 
1934 .... 27,459,066 327,265,024 4+13.3 
1933 .... 28,021,688 288.761,006 23.2 
1932 .... 29,301,309 376,008,240 66.2 
1931 .... 57,604,868 1,111,380,957 —-28.9 
1930 .... 113,316,967 1,562,297,838 14.0 
1929 .... 166,026,423 2,789,632,671 9.6 
1928 .... 231,609,345 3,087,070,281 -— 2.5 
1927 .... 270,118,501 3,165,871,750 
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Hardware cloth-—Makers of 
standard galvanized hardware cloth. 
faced with the rapid rise of spelter 
costs, are making another of their 
repeated efforts toward the better- 
ment of their usually upset competi: 
tive price situation. On December 
12. leading companies put out a 
slight increase on the 2 x 2 mesh 
base size. with further increases in 
the net extras charged for finer 
meshes, to 10 x 10 mesh inclusive. 


* * * 


Insect screen cloth—-Jobbers_ re- 
port serious delays in shipment. par 
ticularly of galvanized and_ bronz: 
screen cloth, from nearly all manu- 
facturers, with the chief delays in 
the wider width cloth, 40 to 48 in.. 
which is being allotted in unusually 
large amounts to the government for 
camp and cantonment screening. 


* * * 


Carriage and machine bolts 
and nuts—Preliminary first quarter 
news from some leading makers in- 
dicates that no general price in- 
crease is to be announced at this 
time, except on hot galvanized and 
plated bolts. 

Jobbers have been quoting small 
carriage and machine bolts at about 
68 and 5 per cent off lists, with an 
occasional concession of 10 per cent 
for quantity orders. It seems likely 
that 68 per cent will be the mini- 
mum, after January 1. on regular 
orders for small (up to % x 6 in.) 
bolts, with possibly a lesser allow- 
ance, to the trade, for quantity or- 
ders of 2000 to 2500 pieces or over. 


x * % 


Stove bolts—Early this month. 
advanced quotation sheets were put 
out by leading makers on slotted 
stove bolts, packaged and in bulk. 
with a mark-up of 8 per cent (75 
per cent base to 73 per cent base) 
in the regular or “plain” finished 
bolts. On plated bolts the base was 
raised to 60 per cent, from 62% 
per cent. 


Steel pipe—With the mills 
very busy. under a flood of urgent 
orders for government and genera! 
use, their price sheets have been 
further steadied by the removal of 
quantity concessions, this month. 


* *% & 


Screen doors and screens 
Manufacturers are hard-pressed by 
the rising costs and scarcity of 
suitable lumber for doors, in the 
face of heavy government demands. 
Although prices were announced in 
October for early 1941 shipment, the 


HAVE YOU SEEN 
The New SHERMAN 
i LAWN HOSE 

GOODS in Color? 


They're Sensational! 














Sherman colored lawn 

“Gold Label” Hose Goods, the new 
Nozzles line with both quality 
and appearance, has 

made a tremendous hit 


“Diamond” with the trade. From 
Nozzles everywhere the orders 
& are pouring in 
“Long-Grip” You “ain't seen noth- 
Couplings ing’ until you see this 
and Menders amazing line. What a 
* line for volume mastness 
” and for profits $e 
< ee sure to look these goods 
. over before you buy! 





New TULIP 
SPRINKLER 


Really new 
and differ- 
ent. Plastic 
head, cast 
iron base 


Six as- 
sorted col- 
ors 


Write—for new Sherman Catalog of Lawn 
Hose Goods showing this beautiful mer- 
chandise in full colors! Then ask your job- 
ber about this splendid line that retailers 
everywhere are buying on sight 


SHERMAN MFG. CO. 


BATTLE CREEK, MICH 





items, triple-tested for durability, practi- 
cality and sales appeal before being added 
to the world’s most dependable line of fur 
getters. 


BLAKE & LAMB 


STEEL TRAPS 
Double Jaw 


Made to satisfy the demand of thousands of 
skunk trappers for a trap from which such 
animals cannot gnaw off the foot and escape. 
A certain seller among trappers who go 
after skunk! 


SURE-HOLD 


Totally different in principle from any other 
trap made. Equipped with an auxiliary jaw 
which clutches the body of the animal and 
draws it into the trap—rather than striking 
it a blow which might throw it out of the 
trap. A certain seller among trappers 
who go after muskrats! 


Ask Your Jobber! 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 











LARGE STOCKS... 
UNIFORM HIGH QUALITY | 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Stzels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Strueturals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








Chenees 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 East 42d St, New York City 


© 











heavy early orders already entered 
are rapidly filling the order books 
of all makers, and new price ad- 
vances are almost certain at an early 
date, to cover added costs. There is 
no official announcement, but in- 
creases of 5 per cent on screens and 
common doors, and up to 10 per 
cent on combination doors are con- 
sidered likely. 

* 


*% * 


Tool prices—Relatively few 
actual changes are reaching the 
wholesalers, though early 1941 may 
bring several others. A recent ad- 
vance is reported, of about 121% per 
cent, on Trimo, Ridgid and Walce 
pipe wrenches, and most makers 
have now followed the December 2 
mark-up on heavy forged tools- 
picks, sledges and wedges. 

Shipments of most tool lines have 
slowed still further, and manufac- 
turers claim they can keep busy 
until mid-summer on business al- 
ready in hand, if not another order 
is received. Jobbers welcome small 
shipments of any amount at any 
time against their stock orders en- 
tered some time ago with the fac- 


tories. 
* * * 


Butts and hinges—wire goods 

Leading manufacturers have an- 
nounced a 5 to 74% per cent advance 
on steel hinges and butts, forced by 
higher labor costs, and depleted 
reserves of materials. The demand 
for several recent weeks has been 
unprecedentedly heavy for the sea- 
son, and deliveries are slower than 
at any time within the past few 
years. 

Jobbers report a mark-up of about 
10 per cent from several manufac- 
turers of wire coat and hat hooks, 
in all finishes. 

Lock hardware makers are ex- 
pected to have some new (upward) 
price changes to announce early in 
the new year. A number of manu- 
facturers are refusing orders for 
shipment further than 60 days 
ahead, stating that uncertainties are 
too great as to labor costs and ma- 
terial supplies. 

* 8 # 


Lawn mowers — Jobbers re- 
port a fine future sales volume, 
which in recent weeks has _ been 
aided by persistent rumors of some 
further advances, to be made after 
January 1. Such news as is now 
available confirms the expectation 
of a mark-up, at least on the com- 
petitive grade mowers, with the 
maximum increase somewhere 
around 10 per cent. One smaller 
company has already announced 


such an advance. 








1939 Hardware Sales 
Showed Good Gain 


Retail sales in the United States 
totaled $42,023,818,000 in 1939, an 
increase of 28 per cent over the 
comparable total of $32,791,212,000 
in the previous census of 1935, ac- 
cording to William L. Austin, Di- 
rector of the Census, in a prelimi- 
nary release of tentative totals. 
Reports for 29,146 hardware 
stores, for 1939, showed an aver- 
age increase in sales of 35 per 
cent, on the same basis. Reports 
on 10,499. farm implement, tractor, 
hardware dealers showed an aver- 
age sales gain of 18 per cent. The 
1939 sales for 1,770,904 retail 
stores, of all kinds, showed an 
average decline of 13 per cent 
comparing 1939 sales with those 
for 1929. Figures for the 29,146 
hardware stores indicate a de- 
crease of but 11 per cent compar- 
ing 1939 totals with those for 1929. 
For the 10,499 farm implement, 
tractor, hardware dealers the de- 
cline was 34 per cent, comparing 
1939 figures with those of 1929. 

Sales totals for hardware stores 
were: 29,146 stores in 1939—$629,- 
276,000; 26,996 stores in 1935— 
$467,217,000 and 25,330 stores in 
1929 — $706,053,000. Sales totals 
for farm implement, tractor and 
hardware stores were: 10,499 
stores in 1939—$344,433,000; 9,637 
stores in 1935—$291,762,000 and 
12,242 stores in 1929—$518,507,000. 





Food choppers — Landers, 
Frary & Clark have announced 
higher prices on Universal Food 


Choppers, to be effective January 1, 
1941, with increases ranging from 
5 to 15 per cent. 

* * * 

Bicycle sales—Aided by a 
good Christmas demand, jobbers re- 
port bicycle sales during November 
and December are well ahead of a 
year ago. That the comeback of 
bicycle demand in recent seasons 
is a matter of really important vol- 
ume is indicated by census figures, 
just released, which put the number 
of bicycles manufactured in 1939 at 
1,252,000. The highest recorded 
prior production was 1,182,700 in 
1899. 

* * * 

Radio sets—Growth of this 
industry in general is affected tem- 
porarily by the latest development 
in radio, which is frequency modu- 
lation. This is a completely new 
type of circuit, and sets that are 
under experiment show that all 
static and interference will be com- 
pletely eliminated. 

This type of set cannot be used 
to receive present broadcasting sta- 
tions, and the government is now 
licensing wave lengths based on this 
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frequency. At the present time only 

a few stations are in operation, and 

broadcasting only about 100 miles. 

Two manufacturers now have avail- 

able special model receiving sets to 

work with frequency modulation. 
* a * 

Wallpaper orders gain—Or- 
ders for wallpaper received by 
United Wallpaper Factories, Inc., 
Chicago, Ill., during November were 
10.8 per cent over the same month 
of the preceding year, it was an- 
nounced today by William H. Yates, 
vice-president. Released compara- 
tive figures show that the company, 
manufacturers of unitized wallpaper, 
received orders for 11,419,511 rolls 
during November, 1940, as against 
10,310,551 rolls in November, 1939. 
The first five months of the 1940-41 
fiscal year, July to November inclu- 
sive, showed total orders for 56,- 
288,883 rolls, an increase of 6.8 per 
cent over the like period of 1939 
when orders totaled 52,718,632 rolls. 
The average price level of orders 
received this year shows a marked 


improvement over that of the previ- 
ous year. 
* * x 

Easy washer sales gain — 
Sales of Easy washers continue to 
evince the monthly gains recorded 
ever since introduction of the 1941 
line, according to J. J. Nance, gen- 
eral sales manager, Easy Washing 
Machine Corp., Syracuse, N. Y. 
November sales showed a 40.1 per 
cent increase over November, 1939, 
Mr. Nance announced. The company 
previously reported October sales as 
the highest in Easy’s history. 

% * * 

Bolts, nuts, washers and 
rivets — Manufacturers report that 
the value of products declined from 
$98,079,243 in 1937 to $84,117,969 
in 1939, a 14 per cent decrease. Fig- 
ures supplied to the Bureau of the 
Census show that the number of 
wage earners declined from 16,840 
in 1937 to 14,331 in 1939, while 
their wages decreased from $22,088.,- 
126 to $18,332,950, a 17 per cent 
drop. 


Quality and Advertising 
Build Housewares Sales 


(Continued from page 19) 


sets priced up to $15.95 the year 
‘round, our Christmas stock” hav- 
ing sets priced as high as $25.00.” 

Having the right prices isn’t the 
entire story at Heyman’s either, 
for the housewares department is 
in charge of an experienced house- 
wares buyer and saleslady, Mrs. 
Julia Lukas. She states that “Only 
American lines are carried because 
the management favors domestic 
merchandise and people in the 
community want American goods.” 
Interesting and attractive displays, 
frequent advertising and attention 
to the needs of women seeking 
gifts for showers, bridge parties, 
anniversaries and Christmas are 
other factors that attract the ladies 
from Danbury and the vicinity to 
Heyman’s second floor house- 
wares department. 

By offering both top quality and 
medium-priced quality dinner- 
ware, aluminum, etc., the depart- 
ment caters to wide classes of 
trade, although the top grade num- 
bers are featured in displays and 
advertising. Mrs. Lukas observes, 
“When people buy for themselves 
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price doesn’t seem to be a big 
factor. We do considerable busi- 
ness in gifts for showers and will 
wrap gift items for brides. China- 
ware and pantry sets are often sold 
to local people and shipped out 
of town by the store. All our mer- 
chandise is price marked and we 
make deliveries in the store’s trad- 
ing area all day long.” 

Opportunities to appeal to the 
ladies, and male customers as well, 
for special occasions are never 
overlooked. For instance, Hey- 
man’s made excellent use of a 
three-column wide, page depth 
advertisement to get the Mother’s 
Day trade. Pictured at the top was 
a motherly type woman at the 
telephone who was saying, “Thank 
You For That Lovely Gift From 
Heyman’s”. The ad, published two 
days before Mother’s Day, pointed 
out that Sunday was the day and 
added, “And she does desire a fine 
gift from you. You'll have no dif- 
ficulty making a fine choice if you 
come to Heyman’s for it.” Kitchen 
utensils, electrical appliances and 
dinnerware, in a variety of prices 
were pictured in the ad. 











ADJUSTABLE 
HANGER BARS 





Make closet space more efficient. 
Easily installed. Five lengths, 
adjustable 18” to 30”; 30” to 48”; 
48” to 72”; 72” to 126”; 96” to 
168”. Center supports available 
for the longer bars. In wrought 
steel or wrought brass, choice of 
cadmium, nickel or chromium 


finishes. 
CAST HOOKS 
for HALL and 
WARDROBE USE 


Complete line of hooks 
for all needs around the 
house. Cast iron in all 
the popular plated fin- 
ishes and black. 


Let your jobber know you want 
quality by specifying “Shelby” 
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@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 
“metal belt lacing that can be pvt on with 
a hammer.” 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Alli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, has 
brought about this remarkable acceptance 
for Alligator. 

Don’t let this profitable business get 
away from you because you can't deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 


ia Just a hammer to apply it 
J 
| 


Drives straight. Compression 
grip protects belt ends. 
Smooth on both faces. Em- 
beds in belt. Rocker hinge 
pin. Joint easily separated. 


Write for Handy Size Chart 









ALLIGATOR 


STEEL BELT LACING 
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GET THIS PROFIT 
FOR YOURSELF 


How Capewell's Extra Value 
Brings You Extra Business 





(A) Men demanding a top-flight plane, but insist- 
ing on moderate price peed cm with interest 
when you show them Capewell ... then pay 
their money into YOUR cash register. 


(B) Men who know and love good tools are de 
lighted to find in Capewell: — 


a cutting edge that stands the gaf 
carefully finished, fine-iron bottom 
accurately made, indestructible frog 
a lever cap that holds 

just the right weight and balance 


WRITE TODAY FOR FURTHER FACTS AND PRICES 


CAPEWELL 


MFG. CO.. HARTFORD, CONNECTICUT 
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POULTRY 
NETTING: 


4 





Available in 24. 36. 48. 60. 6-72 widths | 


aNEW, FAST-SELLING poultry 
netting provides baby chick tight pro- 
tection at a NEW LOW COST. 
Combines features of close mesh fabric 
with economy of wider mesh. Appeals 
instantly to buyers. Ask your jobber 
or write direct for further information. 


INDIANA 
STECL & WIRE co. 





men: We are gathered together on 
this, the sixth anniversary of our 
organization, to...” 

The :cene is at the sixth annual 
banquet of the Wilkinsville Town 
Improvement As ociation and the 
diners are about to listen to the 
ninth successive address. Seated at 
one of the tables is John Dilts, head 
of the Dilts Hardware Co., and next 
to him is George Howard. senior 
partner of Howard & Jenkins, his 
chief competitor in tewn. 

DILTS: Gosh, there goes another 
windbag! How much more of this 
do we have to hear? 


HOWARD: Have patience, John. 
they're just getting warmed up. 

DILTS: Well, 1 know it all by 
heart now and Ill O.K. everything 
he has to say without even listening 
to it. By the way, I saw your son 
skiing the other day. 


HOWARD: Yes, he had a new 
pair of skis and had to try them out. 
This skiing is a tough business 
though. 


DILTS: Vil say it is! But the cus- 
tomers seem to go crazy about it. | 
thought enough of it te put in an- 
other order for two dozen. 


HOW ARD: You must have read 
that article in the Dee. 12 issue of 
Harpware AGe. 


DILTS: You hit it right on the 
nose. And what’s more | took it to 
heart and am going to play up winter 
sporting equipment. That article 
gave me an insight into the profit 
possibilities of skiing. skating, bowl- 
ing, basket ball. table tennis and all 
the other winter sports both outdoors 
and indoors. I see you've started to 
push them already. 


HOWARD: Yes, 1 saw their pos- 
sibilities a year ago and that article 
just confirmed the opinion I had 
already formed. Say did you read 
that one on “Offsetting Uncontroll- 


able and Rising Fixed Costs?” 


DILTS: Yes. 1 did. It might have 
been written for wholesale hardware 
firms but it certainly made an im- 
pression on me. You know if you 
have certain costs that are fixed and 
can’t be helped, the best thing you 
can do if you want to have any profits 





After Hours! 
¢ Raee and gentle. 


is to plan more efficiently and oper- 
ate your business along more modern 
lines. That’s just what I’m going to 
do and [Tm going to incorporate 
some of those ideas into my own 
business in a small way. That goes 
for buying. selling and stere ar- 
rangement. 


HOWARD: Speaking of arrange- 
ment, that was an interesting short 
article in that issue about the firm 
that used six stock cards to keep 
track of 264 items. They made up 
that card themselves and it was a 
moving record of their entire paint 
department. Take one glance at it 
and you know just the condition of 
your stock and what items you have 
to re-order. There was another good 
article on home butchering, too. 

DILTS: Yes, and I’ve discovered 
that it’s a profitable line to handle. 
| took that article they had on that 
subject last year to heart and this 
year | got an early start and I’m 
cashing in on it. There’s a good 
turnover in that line, as the article 
says and it certainly helps out the 
farmers who do their own butcher- 
ing. 

HOWARD: Well. U'm too late for 
this year, 1 suppose. But next year 
watch my smoke. Right now I’m 
doing some nice business in builders’ 
hardware. You read that article, of 
course ? 

DILTS: You mean the one about 
the California firm that gets seven 
turnovers a year? You bet I did. 
That firm certainly do it scientifi- 
cally. They buy right. sell right and 
keep a first-class cost system. There 
was another excellent article in there 
on the Wages and Hours Law that’s 
worth reading. too. 


HOWARD: Yes. and if dealers 
would read it they'd profit as a re- 
sult. A good many would find that 
they would have to reorganize things 
a bit in order to be exempt from the 
provisions of the law. 

The toastmaster raps upon the table 
for order. 

VOICE FROM ACROSS THE 
TABLE: Pipe down. fellows! 

DILTS: Well, I guess that will 
keep us quiet for a while. Let’s 
listen to him. 

G.M.S. 
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$35,000 in Housewares 


(Continued from page 18) 
when the customer enters the 


store, every effort is made to 
sell up. 

In its advertising program. 
housewares is always present. 
Twice a year in the spring and be- 
fore the Christmas holidays, there 
is a special housewares advertis- 
ing effort, and gift books with the 
firm’s imprint are mailed out to 
several thousand prospects and 
customers. 

This, is the housewares depart- 
ment, one of nine departments of 


aS ale a f 
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the firm, made to account for one- 
fifth of the entire volume. In 
charge of Harold E. Schork, it is 
geared for volume selling with 
Mr. Schork buying the lines, mer- 
chandising them, and, as is evi- 
dent, selling them in a big way. 


5, PAGE 3 


WHOLESALE SEEDS 


Despite War conditions, our stocks for 
1941 delivery will be quite complete. 
ORDER a DISPLAY CASE 
of Page's Tested and Dated Seed 
Packets on our 
SALE AND RETURN CONTRACT 
Selected and Tested Varieties of Field, Vegetable, and 
Flower Secds. Onion Sets, PA-SE-CO brand Seed Corn. 
Write for FREE GARDEN GUIDE and WHOLESALE 
PRICE LIST for 1941. 
“At Your Service Since 1896" 


THE PAGE SEED COMPANY 
P.O. BOX B-3 GREENE, N. Y. 
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This grouping of kitchen and pantry items in a colorful array emphasizes 
the store’s variety of lines. The large price card atop the display unit 
and the merchandise tell the story. 








FOR WINTER SALES 


Fulton Healthifier has all the features your customers look for in a radiator air 

moistener! It has appearance and price appeal that increase turnover and profite 

Fits between radiator coils where heat and evaporation are greatest. Water pan 

concealed—cannot tip ever One piece rust-resisting metal-—no troublesome 

soldered joints. Made in 1 and 1% quart sizes—aluminum or bronze finish 
Fulton Line Includes Humidifiers for Wall and Floor Registers 


Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 
305 EIGHTH AVENUE FULTON, ILLINOIS 


gPeD- 











Changing Your Address? 


If you are, please send your new address 
to the CIRCULATION DEPARTMENT 


at least 3 weeks before you move. 
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100 East 42nd Street New York, N. Y. 
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DUO-GROUND WHEELS 


The new wheels produced by FLETCHER are indeed 
better. You can feel the difference, and you can actually 
see the difference. Yet there is no difference in the cost to 
you. All FLETCHER “Gold Tip” Cutters now contain 
these new extra-measure wheels. Get them through your 
jobber. . 


THE FLETCHER, TERRY CO., Forestville, Conn. 
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AMERICAN CHAIN DIVISION @e AMERICAN CHAIN & CABLE COMPANY, Inc. 
YORK, PENNSYLVANIA O4z Business Jor Your Sapely 
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KEY BLANKS 


OF EVERY DESCRIPTION 
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Catalogue on Request 


GRAHAM MFG. CO. 


Dept. w. 
Derby, Conn., U. S. A. 

























10c 
Cards 

25¢ 
Boxes 
or Bulk 





THEY PULL—CLINCH—HOLD 


The outstanding fastener for making, repairing 
sereens, garden furniture, frames, ete. 


Ask Your Jobber 


SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, Il. 


























DIAMOND ICE CREEPERS 
FOR MEN AND WOMEN 


Norlund’s popular style 
with detachable feature. 
Worn beneath in-step 
of foot—held securely 
by quality straps. Lac- 
quered — ineonspicuous 
when worn. | doz. pairs 
in box. Retail 25¢ pair. 
Writo for Circular and 
Trade-prices. 


©. A. NORLUND COMPANY 
Williamsport, Pa., U. S. A. 





No. 6030 


















TATE 
Picture 
Hangers 
This attractive 
display makes 
sales soon as 
shown. 


E.H. TATE CO. 
Boston, Mass. 
U.S.A. 































DENISTON 
Triple Lock NAILS 


“Lead Seal” 
Drive Screw Shank gives powerful 
gtip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-pfoof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump”... Send for samples. 


4840 South 
The DENISTON Co. Wester: Ave 












You'll find REAL 


Sales Representatives ad- 
vertising in the Sales Ac- 
counts Wanted Columns 














Ace Stores annual convention spon 
sored by the Ace Hardware Corp, 1319 
S. Michigan Ave., Chicago, Ill., Jan. 
20-22, 1941, at the Merchandise Mart, 
Chicago. E. G. Lindquist, is 
of the company. 


secretary 


Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 
ery. Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Hardware Supply Co., 
annual convention, Jan. 27-28, 1941, at 
the company’s headquarters, 41-43 Ter- 
minal Way, South Side, Pittsburgh, Pa. 
William M. Stout is general manager. 


Arkansas Retail Hardware Associa- 
tion, Feb. 10-12, 1941, at Little Rock. 
Sessions and exhibit at Marion Hotel. 
Secretary, George L. Turner, 322 E. 
Markham St., Little Rock, Ark. 


California Retail Hardware Assn., 
Feb. 18-20, 1941, at San Francisco. 
Convention and exhibits at the Western 
Merchandise Mart. LeRoy Smith, 417 
Market St., San Francisco, is secretary. 


Carolinas, Hardware Association of 
the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and sessions 
at the George Vanderbilt Hotel. Sec- 
retary C. B. Gladden, 407-11 Com- 
mercial Bank Bldg., Charlotte, N. C. 


Eastern Hardware Golf Associa- 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delaware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City, is 
secretary. 


Housewares Mfrs. Assn., annual 
housewares and major appliances ex- 
hibit, Jan. 5-10, 1941, at the Palmer 
House, Chicago, Ill. Association head- 
quarters, Rooms 628, Palmer House, 
Chicago. 


Illinois Retail! Hardware Association, 
Feb. 25-27, 1941, at Chicago. 
and exhibit at Sherman Hotel. Secre- 
tary, C. G. Gilbert, 1155 Merchandise 
Mart, Chicago. 


Sessions 





* 
Coming 
Corrected each issue 


according to latest data 


Indiana Retail Hardware A:sn., Jan. 


28-31, 1941, at Indianapolis. Sessions 
and exhibit at Murat Temple. Manag- 
ing director, G. F. Sheely, 333 N. 


Pennsylvania St., Indianapolis, Ind. 


Intermountain Association, Jan. 15- 
17, 1941, at Boise, Idaho. Sessions at 
Boise Hotel, Boise. Secretary, Frank L. 
Winzler, Chamber of Commerce Bldg., 
Boise. 


Iowa Retail Hardware Assn., Feb. 
11-14, 1941, at Des Moines, Iowa. He 
quarters and sessions, Hotel Savery; ex- 
hibit, Coliseum. Secretary, Philip R. 
Jacobson, Mason City, Iowa. 


Kentucky Hardware & Implement 
Assn., Jan. 21-23, 1941, at Louisville. 
Hotel headquarters, sessions, and ex- 
hibit at Seelbach Hotel. Secretary, 
J. M. Stone, 443 Seelbach Hotel, 


Louisville. 


Marshall-Wells Co., Associate Con- 
eress at Duluth, Minn., Jan. 27-29, 1941. 
Clerks’ school, Feb. 3-5, 1941; at Port- 
land, Ore., Feb. 10-12, 1941, and at 
Spokane, Wash., and Billings, Mont., 
Feb. 17-19, 1941. The latter two meet- 
ings may be combined. George S. Mc- 
Quade, Duluth, is sales manager. 

Michigan Retail Hardware Assn., 
Feb. 11-14, 1941, at Grand Rapids, 
Mich. Headquarters and sessions at 
Pantland Hote!; exhibit at Auditorium. 
Secretary, H. A. Daschner, 1112 Olds 
Tower Bldg., Lansing. 


Minnesota Retail Hardware Assn., 


Feb. 18-21, 1941, at St. Paul. Hotel 
headquarters, Lowry Hotel; sessions 
and exhibit, Municipal Auditorium. 


C. J. Christopher, Nicollet at 24th St., 


Minneapolis, is secretary. 


Missouri Retail Hardware Assn., 
Feb. 25-27, 1941, at St. Louis. Sessions 
and exhibit at Municipal Auditorium. 
Louis C. Kreh, 323-324 Wainwright 
Bldg., St. Louis, is secretary. 

Mountain States Hardware and Im- 
plement Assn., Jan. 13-15, 1941, at Den- 
ver, Colo. Sessions at Cosmopolitan 
Hotel. Secretary, John T. Bartlett, 637 
Pine St., Denver. 

National Retail Hardware Asso- 
ciation, 42nd annual Congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Petersons, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 

Nebraska Retail Hardware Assn., 
Feb. 4-6, 1941, at Omaha, Neb. Hotel 
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headquarters and sessions, Rome Hotel. 
Exhibit, Municipal Auditorium. Sec- 


retary, Edward C. Hermanson, 325 In- 
surance Bldg., Lincoln. 


New England Hardware Dealers’ 
Assn., Feb. 25-27, 1941, at Boston, Mass. 
Hotel headquarters, sessions and exhibit 
at Hotel Statler. Secretary, Russell R. 
Mueller, 189 Dartmouth St., Boston. 


New York State Retail Hardware 
Association, annual convention, Feb. 
11-14, 1941, at Seneca Hotel, Rochester, 
N. Y. Exhibit at Convention Hall. Sec- 
retary N. H. Kiley, 508 Hills Bldg., 


Syracuse. 


North Coast Hardware and Imple- 
ment Dealers Association, Jan. 22-24, 
1941, at Seattle, Wash. Secretary, D. D. 
Stewart, American Bank Bldg., Seattle. 


North Dakota Retail Hardware As- 
sociation, annual convention, March 
1-6, 1941, in Fargo, N. D. Headquar- 
ters, Gardner Hotel. Exhibits at Audi- 
torium. Secretary, Louis J. Thompson, 
21 Clifford Bldg., Grand Forks. 


Ohio Hardware Association, annual 
convention and exhibit, Feb. 18-21, 
1941, at Cleveland, Ohio. Sessions at 
Hotel Statler, exhibit at Auditorium. 
Secretary, John B. Conklin, 175 S. High 
St., Columbus. 


Oklahoma Hardware & Implement 
Assn., Feb. 4-6, 1941, at Oklahoma City, 
Okla. Headquarters, sessions, and ex- 
hibit at Municipal Auditorium. Secre- 
tary, Charles F. Nelson, 301 Key Bldg., 
Oklahoma City. 


Panhandle Hardware and Implement 
Association, Jan. 27-28, 1941, at Ama- 
rillo, Texas. Sessions at Herring Hotel. 
Secretary, C. L. Thompson, Canyon, 
Texas. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Jan. 28-31, 1941, 
at Pittsburgh, Pa. Headquarters, ses- 
sions, and exhibit at William Penn 
Hotel. Secretary, W. Glenn Pearce, 400 
N. Broad St., Philadelphia. 


Southern California Retail Hard- 
ware Assn., Feb. 25-27, 1941, at Long 
Beach. Hotel headquarters, Hilton 
Hotel. Sessions and exhibit, Municipal 
Auditorium. Secretary, J. V. Guilfoyle, 
626 Rives Strong Bldg., Los Angeles. 


South Dakota Retail Hardware 
Assn., Jan. 28-30, 1941, at Sioux Falls. 
Hotel headquarters, Cataract Hotel; ses- 
sions and exhibit at Coliseum. Earl 
Erlandson, Cottonwood, is secretary. 


Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 
secretary of the jobbers’ association, and 


Charles F. Rockwell, 342 Madison Ave., 


New York City, is secretary of the 
manufacturers’ association. 


Texas Hardware & Implement Assn., 
Jan. 21-23, 1941, at Dallas. Hotel head- 
quarters, sessions, and exhibit at Hotel 
Adolphus. J. D. Martin, Jr., P. O. Box 
1193, Bryan, is secretary. 


Tennessee Retail Hardware Associa- 
tion, Feb. 4-5, 1941, at Nashville. See- 
retary, Robert Boswell, Box 68, Chatta- 


nooga. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rinehart, 505 Arch St.. 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Virginia Retail Hardware Assn., 
Feb. 18-19, 1941, at Danville, Va. Sec- 
retary, G. T. Omohundro, Jr., Scotts- 
ville, Va. 


Western Retail Implement and 
Hardware Dealers Assn., 52nd annual 
convention and exhibit, Jan. 21-23, 1941, 
in the Municipal Auditorium, Kansas 
City, Mo. Frank H. Spink, 322 Scarritt 
Bldg., Kansas City, Mo., is secretary- 
treasurer. James A. Gorman is show 
manager. 


West Virginia Hardware Associa- 
tion, Feb. 24-26, 1941, at Parkersburg. 
Sessions at Chancellor Hotel. Secre- 
tary, H. B. Clower, Oak Hill. 


Wisco Hardware Co.’s merchandising 
school and sales show, Jan. 29-30, 1941, 
at the company’s headquarters, 15 S. 
Brearly St., Madison, Wis. J. A. Fits- 
chen is secretary and general manager. 


Wisconsin Retail  ardware Assn., 
Feb. 4-7, 1941, at Milwaukee, Wis. 
Headquarters, Hotel Schroeder;  ses- 
sions and exhibit, Auditorium. Secre- 
tary, H. A. Lewis, Stevens Point. 
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A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
| demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 





| 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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ie “ Sells fast 
710° 


BRUSH-NU COMPANY 


‘ 


Jf BALTIMORE MARYLAND 
























Beautifully 

colored live 
rubber link 
mats, also 

long strip 
and link tire 
i mats, perfor- 
ated rubber 
4 » mats, etc. 


RTON MAT CO. 











ROOKLYN. NEW YORK 


Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 


Write for FREE Circular Mfrd By 


QUINN WIRE & IRON WORKS 
SA 


BOONE !10WA | 
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Classithied Oppovlumiliena Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clanrified Adwentining Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... -00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 
Positions Wanted 
(Special Rate) set solid, maximum, 
i, rrr re 1.00 
Each additional word.............+. .05 


Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One ifich 
Each additional inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—-@e- 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 
ine 














HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—e- 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











[Positions Wanted | 


Positiows Wanted 


Accounts Wanted —s | 





HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred exper- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York Ciry. 


SALESMAN NOW SELLING TO THE 
HARDWARE, paint and mill supply trade in 
the New England territory is seeking a new con- 


nection. Strong following among wholesalers, 
chains, major dealers. Interested in represent 
ing one manufacturer only, on a salary and ex 
pense basis. Excellent sales record aud best of 
references. Address Box E-216, care of Harp 
ware Ace, 100 E. 42nd St., N. Y. City. 
HARDWARE MAN THOKOUGHLY EX. 


PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box E-90, care of 
Harpware Ace, 100 E. 42nd St., New York City. 





EXPERIENCED HARDWARE SALESMAN 
DESIRES TO represent reputable Manufacturer 
in West Pennsylvania, West Virginia and Eastern 
Ohio. Fifteen years traveling experience, 44 years 
of age, college graduate. Established trade with 
hardware jobbers, hardware dealers, department 
store and supply trade. Unquestionable references. 
Address Box E-188, care of Harpware AGE, 
100 F. 42nd St., N. Y. City 


MANUFACTURER'S REPRESENTATIVE 
WHO HAS ESTABLISHED trade with hard 
ware jobbers and dealers in Philadelphia, Eastern 
Pennsylvania, Central and Southern New Jersey. 
desires to represent reliable manufacturer in this 


territory. Carry samples and work territory in 
auto. Married, excellent reference, not in draft. 
Address Box E-222, care of Harpware Acer, 100 
FE. 42nd St.. N. Y. City 

CALIFORNIA OR WEST COAST MANU 
FACTURER’S REPRESENTATIVE. Estab 


lished firm can secure services of energetic young 
man, one thoroughly familiar with wholesale 
hardware, electrical supply houses, etc., in this 
territory. A_ sales _ producer. Desires to give 
entire sales efforts to one good house, only, who 
will reward hard work with a chance for advance- 
ment. Good previous records. Address—Ray P. 
Knox, 234 S. Oxford Ave., Los Angeles, Calif. 
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MAN WHO IS 
buying, and contract work, 
reliable desires connection 
of builders’ hardware 


BUILDERS’ HARDWARE 
experienced in selling, 
nd who is thoroughly 
with manufacturer or jobber 


or with retail concern who maintains or will 
establish a contract department Address E-234, 
care of Haroware Ace, 100 E, 42nd St., N.Y 
City 

EXPERIENCED SALESMAN NOW COV 
ERING SOUTHWESTERN territory, calling on 
Hardware Jobbers in Texas, Oklahoma, New 
Mexico. Employed same company 7 years. Would 
like to make change with chance for promotion 
Age 31 College education If interested will 
give complete references Address Box F-231, 
care of Haroware Act 100 EK. 42nd St.. N. Y¥ 
City 

HARDWARE MAN -AGE 36—MARRIED 
desires connection with wholesale hardware job 
ber, 17 years’ experience. 9 years warehouse, 3 
years ofhce, years selling Am well qualitied 
and interested in the hardware business. Capable 
honest and willing to work Salary secondary. 
Unquestionable references Can move to any 
location Address Box E-229, care of Harnwarr 
Ace, 100 E. 42nd St.. N. Y. City 

SALESMAN MIDDLE AGE, NEAT AP 
PEARANCE, 18 years’ selling experience, thor- 
oughly acquainted with hardware, furniture and 
department store trade, Illinois, lowa, Wisconsin, 
desires connection with reliable company Have 
also had 7 years’ experience as a manufacturer of 
wooden products, as well as great deal of office 
and railroad experience Can furnish car for 
use on territory and can assure you honest and 
efficient representation at all times, as nent as the 
best of references Address Box E-225, care of 
Haxpware Ace, 109 E, 42nd St., N. Y. City. 





\Sales Representatives Wanted | 








SALESMAN, WELL-ACQUAINTED WITH 
house furnishings buyers in Seattle, Portland. 
Spokane, Tacoma and vicinity, is open for addi 
tional lines \ddress-—Gaston Johnston, 2923 
7th Avenue West, Seattle, Washington 





OLD RELIABLE CORPORATION OFFERS 


WONDERFUL opportunity to sideline or full 
time salesmen Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small 


light sample case. Positively world’s finest. Call 
on only best concerns. Best selling season now. 
Address—Dustmaster Corporation, 5212 Produce 
Exchange Bldg., Minneapolis, Minnesota. 








ORGANIZATION AV AILLABI.B 
or two additional lines—hardware 
automotive items--contacting Mid 


Well establishehd with leading job 


SALES 
FOR ONE 
electrical 
west market. 


bers, syndicates, and mail order trade Write 
Box E-226, care of Harpwarrt Ace. 199 E. 42nd 
ts I. Bs CK 

EXPORT FIRM OFFERS SMALL HARD 
WARE AND TOOL MANUFACTURERS AN 
EXCEPTIONAL OPPORTUNITY TO IN 
CREASE THEIR VOLUME THROUGH EX 
PORT SAL «3 SUBMIT ILLUSTRATED 
MATTER A LOWEST PRICES TO DE 


OF YOUR PROD 
UCTS FOR FOREIGN MARKETS. MOST 
COMPETITIVE ITEMS WILL BE CATA 
LOGED IN SPANISH AND ENGLISH FREF 
OF CHARGE AND ALL GOODS WILL BE 
PAID CASH. ADDRESS BOX E.-228, CARE 
OF HARDWARE AGE, 100 E. 42ND > ST.. 
N. B. €2e8. 


TERMINE ©\iTABILITY 





| Business Opportunities | 











SIDE-LINE SALESMEN WANTED 


fo salesmen calling on Hardware, 
Variety and General Stores in small towns 
and cities, we offer a good, staple side line 
of 10¢ and 23e Paints and low-priced gallon 
paints on a commission basis Write advis 
ing territory covered and lines now carried 
Address o-. £230 care of HARDWARE AGE 
00 E. 42nd St., N. Y. City 


now 











WANTED TO BUY — ESTABLISHED 
HARDWARE and housefurnishing business, pref- 
erably located in Westchester County. Include 
full details in first letter. Address Box E-235, 
care of Harpware Ace, 190 F. 422nd St., N. Y 
City. 


supply 

Old, 
Expan 
Ad 

1no 


FOR SALE—SEED 
business with property, 
well established, in excellent condition 
sion un-limited Best location in the east. 
Box E-232, care of Haroware Aor, 
3, B. FT. See. 


AND GARDEN 


wholesale and retail 


dress 


F. 42nd 


ESTABLISHED 
Connecticut and 
Vermont 


-TWO GOOD 
one located in 
prosperous section of 
business— fine store—hest loca 
cash needed if desired— 
$3,000 to $5,000. Owner will finance right party 
Address Box E-233, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


FOR SALE 
hardware stores 
one located in 
Year round cash 


tion. Only part so 
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| Business Opportunitiea | 


[ Bariness Opportunitiea | 


Help Wanted ] 








FOR SALE: CLEAN, UP-TO-DATE STOCK 
of general hardware and house furnishings, tools, 
electrical and plumbing supplies, stoves, linoleum, 
paints, etc. This is a good going business (profit- 
ible) in a city of 20,000 population, outside draw 
ing 5 or 6000 in a wonderful farming country, 
located on Sullivan trail in Berwick, Pennsyl- 
vania (The Home of The American Car and 
Foundry Company.) Owner retiring. Address 
Box E-227, care of Harpware Ace, 100 E. 42nd 
St.. N. Y. City 





WELL ESTABLISHED GENERAL HARD. 
WARE STORE for past 29 years in a town 
over 5,000 and outside drawing 13,000 with va- 
rious manufacturers, and in a wonderful farming 
country. Good clean stock. General hardware. 
housefurnishings, paints, stoves, etc. Reason for 
selling—poor health. Located in Central Penn 
sylvania. Address Box E-197, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 





REAL OPPORTUNITY FOR AN AMBI 
TIOUS young man to assist busy executive in 
Sales Promotion Work, Store Display, Store Sell 
ing, Credits. Only experience in Wholesale Hard 
ware either on the road or inside will be con 
sidered by fast growing, long established New 
York distributor. State complete details first let 
ter. All replies confidential. Address Box E-236, 
care of Harpware <Acr, 100 East 42nd Street, 
New York City 











He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through’ 


advertising in the right medium. 


HARDWARE AGE is noted for quick results — 


try it—-send your ad to— 


HARDWARE AGE 
Classified Opportunities Dept. 


100 E. 42nd Street 


New York, N. Y. 
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STANLEY “SLIDE UP” 


Garage Door Hardware 


Converts any pair of new or 
old stock garage doors weigh- 
ing up to 200 Ib. into a smooth 
operating, one-piece, upward 
acting door. Inexpensive. Set 
includes all necessary parts. 
Write for folder. The Stanley 
Works, New Britain, Conn. 


[STANLEY |] 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 


Ss 


Tape-Marked ROPE 














QUALITY CONTROLLED Every Stop of the Way 





7 
7 
Z 
4 


The world's most modern cordage plant, where Columbian 










Rope is made, uses only controlled quality fibre which is water- 


proofed and lubricated by the exclusive Columbian process 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, ‘The Cordage City’ N. Y. 

















Gibson Good Tools 


Gibson Patented Gripper Clips are made of 
flexible, oil-tempered steel, nickel plated. 
Small size is for holding kitchen utensHs, 
tools, golf clubs, canes, ete. Large size 
for brooms, mops, garden tools, ete. Retail 
readily at 10¢ ea. Packed 1 dos. small and 
2 doz. large clips with beautiful disp. ecard. 
Also on individual cards. Samples on request 





“Horseshoe Magnet” Hammer Gibson Gripper Clips 
Trade Mark Reg. (Actual Size) 
The original Made of superior forged steel, strongly and 
permanently magnetized Holds securely. Patterns for home, 


shop, store and other uses Send for Folder which shows 
complete line, also the fast 
selling Handy Andy Combina- 
tion Screw Driver & Key 





Robertson ‘“‘Horseshoe Magnet” Chain—a 10¢ leader. 
Hammer 
GIBSON GOOD TOOLS, INC. 
Box 268 Orange, Mass., U. S. A. 











Genwi" DOMES & SILENCE 


SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
LOORS CREATE QU! ET 


Ask your Jobber 


DOMES of SILENCE nc. 35 Pear 


Acme Shear Co. 


Bassick Co., The 50 | General Electric Co - 
-Behr-Manning Corp. 41 Clocks i 
Berea Abrasives "a Full Line ag 
Bernz Co., Inc., Otto - Heating Devices - 
Bethlehem Stee! Co. 25 Lamp Div - 
Blaisdell Pencil Co. 71 Wiring Devices - 
Bommer Spring Hinge Co — | Geyer Mfg. Co. _ 
Bond Electric Corp. “™ | Gibson Electric Refrigerator Corp. — 
Boston Varnish Co. “™ | Gibson Good Tools, Inc. 64 
en Woven Hose & Rubber s Gilbert & Bennett Mfg. Co. = 
°. 




















Ondex SJo Adwertinerna 


The Dash (—) Indieates that the Advertisement Dees Net Appear te This issue 


A Domes of Silence, Inc. 64 
Draper-Maynard Co. . a 
— | du Pont de Nemours & Co., Inc., 
Acme Steel Company — i ey as 
Aladdin Industries, Inc. — | Durable Mat Co. ae 
Aluminum Goods Mfg. Co. _ 
American Chain & Cable Co., 
Inc. E 
American Chain Div. 
American Fork & Hoe Co., The 65 | Eagle Mfg. Co. = 
American Mfg. Co.. — | Eagle Rule Mfg. Co. = 
American Pad & Textile Co. — Edlund Co. ad 
American Steel & Wire Co. — | Elastic Tip Co., The at 
American Thermometer Co. _ Embury Mfg. Co. = 
American Turpentine Farmers As Empire Level & Mfg. Co “. 
soc., Cooperative _ | Enterprise Mfg. Co. 


American Window Glass Co. — | Estwing Mfg. Co. me 








Ames Baldwin Wyoming Co. Everedy Co., The id 
Animal Trap Co., of America 5| 
Arcade Mfg. Co. - F 
Archer-Daniels-Midland Co. _ 
Armstrong-Bray & Co. — | Farrell-Cheek Steel Co 35 
Armstrong Bros. Tool Co. — | Fletcher-Terry Co. 59 
Atlas Asbestos Co. . — | Flexible Steel Lacing Co. 57 
Automatic Products Co. 43 | Florence Stove Co. - 
Frankelite Co. — 
French & Hecht, Inc. — 
B Frick-Gallagher Mfg. Co. — 


Frigidaire Div _ 
Babcock Co., W. W. _ 
Baker McMillen Co. 
Ballonoff Metal Products Co. 
Bartlett Mfg. Co. 


S 


Gale Products _ 


Slass Coffee Brewer Corp _ 


—so ae __ | Goodyear Tire & Rubber Co., Inc. 3 
Brooks & Sons, M. S. “ho Min F- 
B-own Corp., W. R. on ranam g. Co. 


Greenfield Tap & Die Corp _ 


aoe Fence & Mfg. Co., H. L. pag f eereny, Mle ng ‘ 
rush-Nu Co. él Griffin Mfg. C. bed 
Builders’ Hdwe. Textbook oC ee 
Burke Mfg. Co. _ 
Burton Mat Co. 61 
H 
Hamlin Metal Prods. Co. - 
Cc Hanover Wire Cloth Co. _ 
Hanson Scale Co. - 
Capewell Mfg. Co. 58 | Harris Hardware & M’g. Co., 
Carborundum Co., The : = D. P. J 
Carnegie-lilinois Steel Corp. — | Hawkins Co. The 55 
Carrollton Metal Products Co. 37 | Hazard inouheted Wire Works 46 
Champion Hardware Co., The — | Heller & Co., W. C. = 
Cheney Hammer Corp., Henry — | Heller Bros. Co. oni 
Chicago Lock Co. — | Hilger Co., The . anid 
Chicago Roller Skate Co. — | Hoffman Co., H. .... on 
Chicago Spring Hinge Co. ...... be Hoppe, Inc., Frank A. ~ 
Chicago Wheel & Mfg. Co. — | Hotel Bellevue-Stratford _ 
Clayton & Lambert Mfg. Co. — | Hotstream Heater Co. — 
Clemson Bros., Inc. — | Hoyt & Worthen Tanning Corp. — 
aman Chain & Mfg. Co., Muencfeld Co. aad 
e sm 
Cleveland Wire Spring Co., The — 
Coburn Trolly Track Co. -- " 
Collins Co., The — 
Coleman Co., William H. — | Imperial Bit & Snap Co. _ 
Coleman Lamp & Stove Co. — | Imperial Molded Prods. Corp. — 
Columbia Steel Co. — | Independent Lock Co. 9 
Columbian Rope Co. 64 | Indiana Steel & Wire Co. 58 
Columbian Vise & Mfg. Co. —| Ingersoll Steel & Disc. Div. 
Congoleum-Naiin Co. _ Borg-Warner Corp. ... _ 
Connecticut Valley Mfg. Co. — | International Harvester Co., Inc.. — 
Continental Steel Corp. — | International Nickel Co., Inc 29 
Cook Co., H. C., The — | Irwin Auger Bit Co., The — 
Crescent Tool Co. -- 
Cross, W. W. -_ 
Cyclone Fence Co. -- J 
Jackson Mfg. Co. _ 
Jennings Mfg. Co., The Russeil 37 
D 
Daniel Co., Edw. W. _ K 


Dazey Churn & Mfy. Co 
Deniston Co., The Keene Mch. Co., O. S. _— 
DeWitt Operated Hotels Keiser Mfg. Co. — 
Diamond Calk Horseshoe Co. Keuffel & Esser Co. ‘ =: 
Dixon Crucible Co., Joseph — | Keystone Steel & Wire Co. _ 
Dietz Co., R. E. — | Koch Sons, Inc., George _ 
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The Dash (—) Indieates that the Advertisement Dees Net Appear in This issue 


L Rixson Co., Oscar C. — 
Roberton Mfg. Co. ......... _— 
Lamson & Sessions Co. 


. — | Rochester Sash Balance Co., Inc. — 
Lead Industries Asso. - “| Rogers Isingiass & Glue Co. 35 
Libbey-Owens-Ford Glass Co. 6 | Royal Electric Co., Inc. po 
Lincoln Engineering Co. ......... — | Russell, Burdsall & Ward Bolt & 
Lincoln-Schlueter Floor Machinery Nut Co. - 
Co. ste teceeeseesecreeeeceeees —| Ryerson & Son, Inc , Jos. T. 54 
Lindsey Light & Chemical Co. ... — 
Lockwood Hdwe. Mfg. Co. ...... = 
Lucas & Co., Inc., John ......... 67 s 
Lufkin Rule Co., The ............ 2 
Luther Grinder & Tool Co. ...... — | Samson Cordage Works 


Sand's Level & Tool Co. - 
Sandvik Saw & Tool Corp. 
M Savage Arms Corp. 


McCormick Sales Co., Inc. (Iron Schalk Chemical Co. 


Ceri 


Glue Div.) ......... tne ae — | Schatz Mfg. Co. ....... 
McGill Metal Prods. Co. ........ — | Schlueter Mfg. Co. 4 
McGuire Co., George W. —.| Scholihorn Co., The Wm. a 
McKinney Mfg. Co. . — | Sentinel Radio Corp. a 
Macklanburg-Duncan Co. — | Shapleigh Hardware Co. 68 
Manning, Bowman & Co. — | Sheffield Bronze Powder & Sten- 
Marble Arms & Mfg. Co. —|_ cil Co. . —_ 
Marlin Firearms Co. 31 | Shelby Cycle Co. -_ 
Master Lock Co. 65 | Shelby Spring Hinge Co. 57 
Masters Planter Co. aaa Sherman Mfg. Co., H. B. 55 
Mayes Bros. Tool Mfg. Co. po Silver Lake Co. sadn 
Metal Industries, Inc. — | Simplex Mfg. Co. sai 
Metal Textile Corp. ... — | Skuttle Sales Co. nat 
Milcor Steel Co. | Smith, Inc., Landon P. nal 
Miller, Inc., Robert E. .. 64 | Smith & Son, Inc., Seymour = 
Millers Falls Co. ......... ; — | Smith & Corona Typewriters, Inc., 
Milwaukee Stamping Co. .... nai in RARER eee ae 
Minnesota Mining & Mfg. Co. _ | Speedway Mfg. Co. .. sie 
Moore Push-Pin Co. .... _ | Stampit Corp. 2 
Morse Twist Drill & Machine Co. — | Standard Fence Co. _ 
Murphy's Sons Co., Robert _ | Stanley Tools . oni 
Murray Ohio Mfg. Co., Th 65 Stanley Works, The 64 


31 Starline, Inc. 2 _ 
Stearns & Co., E. C. — 
Superior Fastener Corp. 

N Swing-O-Way Steel Prods. Co. -- 


Myers & Bro., The F. E. 


National Brass Co. 
— Enameling & ae T 
Tamms Silica Co. oo 
Tate Co., E. H. ‘ 60 
Taylor Instrument Companies - 
Tennessee Coal, Iron & Railroad 
ee : ont 
Tennessee Corp. : : — 
or aga & Son Co., The Henry 


National Mfg. Co. 

National Plastics, Inc. ...... 
New Haven Clock Co., The 
New York Solder Co. da 
Se eer errrer re 
Nicholson File Co. .........++5 
Norcross & Sons, C. S. ... 
Norlund Co., Inc., O. A. 
North American Press, The 


ISlecviriisi 


Townsend, 8. Ww. , —_ 
Trico Fuse Mfg. Co. — 


II, giccsavacesse aetp ows Te 
fe) Triplex Screw Co., The 35 
i . Troy File Works . — 
GChenltea Gai, TWO. .icccccccccccsss 46 Tiles Givet & Stud Co. 7 
Oxford Too! Co. | Turner, Day & Woolworth Han- 
dle Co. .. ; - 
P 
Page Seed Co. Sa 59 U 
Paine Company, The .........--- =| Union Fork & Hoe Co., The _ 
Prag ep ¢ ieee ” Union Hardware Co. .. 45 
ee eres U. $. Plywood Co. - 


CR HE TI. ns cccccdcdsscnde U. S. Stee! Corp. . a a 


United Stove Co. ......... a 


Peerless Novelty Co. ............. 
: Utica Drop Forge & Tool Corp. — 


Perfection Stove Co. _ 
Petersen Mfg. Co. .... - 
Pittsburgh Plate Glass Co. -- 
Pittsburgh Steel Co. .. 5 aa — V 
— | Vaughan & Bushnell Mfg. Co. o- 
“| Vaughan Novelty Mfg. Co., Inc. — 
— | Vichek Tool Co., The .. ~ 


Plantabbs Co. 
Plymouth Cordage Co. .......... 
Premax Products .............. 
Progressive Mfg. Co., Inc. .. 
Puritan Cordage Mills 


9 WwW 
Ww ; s -- 
Quinn Wire & Iron Works ...... 61 he aa + Co od 
Westinghouse Electric & Mfg. 
R Co. ; ; oa 
Wickwire Brothers, Inc. — 
a gg Inc. (Indus- Winchester Repeating Arms Co... — 
trial Sales Div.) ............... =] Woodruff & Sons, Inc., F. H. -- 
Raybestos-Manhattan, Inc. (Ray- Wooster Brush Co. ; 2 


Ban hig cosssseoss | Weight Steel & Wire Co. 6. F... — 
Reeves Steel & Mfg. Co. .... _ 
Regina Corp., The .. catia ee 
Remington Arms Co., Inc. ...... 23 
Richards-Wilcox Mfg. Co. - 


Y 
Yale & Towne Mfg. Co., The -- 
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MERCURY 
BICYCLES 


The de luxe line priced 
for the volume market 


THE MURRAY OHIO MFG. CO. 


CLEVELAND, OHIO 















PA 


she hardware man’s 





Master Jock Company 


Welds Largest Exchusive Padlock Manufacture 


L 


MILWAUKEE. WIS... U.S.A. 

















New Business Opportunities. - 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs...in buyer preference 
...in sales... beeause of tremendously 
improved design... utility... value. 


Por your profit’s sake... be the first to display and promote 











@ JRUE IEMPER Propu-rs i 


LEADING ALL OTHERS 


Highest 
quality jar rubber 
made. Biggest seller. 
Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 


_ a eran Big repeats. 10¢ a 
as (2 cartons) in 
fall oer di display container. 


GOOD LUCK 


Jar Rubbers 





BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 
let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


a Gini 


BALL BEARING 


CAS Las 


The ball bearing feature of “ACME” Casters makes 
moving furniture a pleasure on floors, rugs and carpets. 
Heavy furniture moves with ease. Here is the modern 
caster that appeals to every housewife who takes pride 
in her home. Demonstrate “ACMES” and increase 
your caster sales. 





THe ScHatz MANUPACTURING Co. 
POUGHKEEPSIE, N. Y. 














.(CHICAGO)- YOU CAN’T MISS A BET 


WITH THIS COMBINATION! 
| SPRING HINGES Be ready to meet the requirements of every ong 


customer by supplying “Flamemaster,” the free burn- 
ing, non-carbon rock weave wick, in any desired 
length from the Flamemaster EREE DISPENSER— 


Silent Action Or—in CUT-TO-FIT BOXED SET 




























Dispenser 
‘Aaititeaais, sie tides THE HANDY - 
rchi ilder. 
aS a DISPENSER WAY FREE 
Hardware Engineers realize a i RN ae 
the importance of silence in ates ealatins Tn 5 oe 
. . tock it id clean—n . % 
a residence, hospital or Sapte, chagmere clack, & comoiete SAVES Tabees. 
h 1 wick department in tabloid form. yee wd 
ae SPECIAL DEAL — 400 ft. of 
Flamemaster (every foot ked tu 
The Relax Double Act- cise, eiiainaine ervere) ta 4 sizes 
a ‘ - "i shown at right. Three-color Dispenser 
ing Spring Pivot-Hinge op- with complete Stove Data on front 
GS em ayn? fer saving customers with spd snd 
accuracy. ° 
erates quiet Ys ente y vane Also valuable FREE Dealer Selling 
Relax with few oscillations. It is aa” ae 
oe oe economical in the cost appli- 





Spring Pivot-Hinge z . 
cation and maintenance. 
The “spring action release’”’ permits the door 
to be placed open at any desired position. The mie ae henge 


door will not stand open unless the spring ASBESTOS WICK 
action is purposely disengaged. This avoids the IN CONVENIENT BOXED SETS 


4 pace img NOTE—IMPORTANT! To Fi 
annoyance of doors unintentionally left open. one SE Guat eke re anes 
SELLING POWER of the Flamemaster ae 
l—attrae 


Package for counter display. Colorfu 





es . . irresistible eye-appeal! Complete stove data on 
Chicago Spring Hinge Company. ino bye and ieeurate cutting by your customers. 
snect rners. 
CHICAGO NEW YORK W rite us if your Jobber can’t supply you. 


U.S.A. TRIPLEWEAR, PATERSON, N. J. 
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DEALERS BOOK 
21" x 1642” 








KEYS TO MAKING YOUR 
ROOMS LOOK LARGER 


INFALLIBLE GUIDE 
TO COLOR HARMONY 


La 
«it cH eh 


@ WINDOW DISPLAYS. A gor- 
geous girl display in full colors. 
flanked by Paint Patterns. This lile- 
like display sits on an ordinary chair 
or on your counter. 


@ COUNTER DISPLAYS. A beauti- 
ful silent salesman in full color with 
give-a-way envelopes of Paint Pat- 
terns worthy of the busiest spot in 
your store. 


@ NEWSPAPER ADVEATISING. At- 
tractive. attention-compelling ads in- 
viting prospects to come to your store 
for free Paint Patterns. 


@ DIRECT MAIL. Individual envel- 
opes of Paint Patterns and colorful, 
unusual envelope stuffers. 


@ PAINTER BOOK. Every painter 
you sell or hope to sell should have 
ene. Includes Paint Patterns, chips 
and copy on Lucas Royal Blue Line 
and other Lucas products of interest 
to painters. 
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Here’s the convincing new way 
of presenting color! Scores of 
beautiful painted patterns of in- 
teriors and exteriors in true paint 
colors. Thrilling, colorful patterns 
that show exactly how the fin- 
ished job will look. A voluminous 
big book filled with them for you. 
A smaller book for your master 
painters. And dozens of separate 
patterns for customers to take 
home or for mailing. 


First: Lucas Paint Patterns fea- 
ture 42 color plans or Paint Pat- 
terns for interiors and exteriors— 
160 separate and distinct colors! 


Second: Each color shown in 
Paint Patterns has been mixed 
to match standard Lucas colors. 
And each has been applied indi- 
vidually. Paint Patterns are as 
close to the actual paint in color 
as color chips. 


Third: Lucas Paint Patterns is a 
complete merchandising plan in- 
cluding every type of advertising 
aid to help you sell more paint 
than you've ever sold before! 


s JOHN LUCAS & COMPANY, Inc. 


= ADMINISTRATION OFFICES © PHILADELPHIA, PENNSYLVANIA 


Scie G25) OFFICES, FACTORIES, WAREHOUSES IN PRINCIPAL CITIES 
_eee 


GET ALL THE FACTS-MAIL COUPON TODAY 


JOHN LUCAS & COMPANY, Inc., Dept. 41-H 


Please send me complete information about the Lucas Paint 
Pattern merchandising program. 











1843- Suppress 97 YEARS OF HOWORABLE SERVICE-1940 





COMPLETE LINES OF THESE WELL KNOWN BRANDS 
ARE SOLD EXCLUSIVE BY 


SHAPLEIGH HARDWARE COMPANY 


SAINT LOUIS U.S. A. 


Shapleigh National Series No. 2343 HARDWARE AGE 

















